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THE CHICAGO SUN-TIMES _ ee 


AUDIENCES 
ARE SAYING... 


(Nemes eveileble on request from 
Chiceage SUN-TIMES) 


"Your film presentation on the 
SUN-TIMES was about the most 
effective and most entertaining 
| have ever attended.” 


“The presentation was slightly 
short of terrific.” 


"It's the best I've seen in my 
twenty years of general adver- 
tising experience.” 


ATLAS Films Get Results! 


Before you plan your next film 
—whatever its purpose or 
subject—check Atlas perform- 
ance with Atlas clients. Then 
you, too, will want to make the 
most of Atlas Filmaturity*. 


THE CHICAGO SUN-TIMES ys 


We have shown the film to many groups of prominent advertisers 
in most of the large cities in the United States and in every 


case it has met an enthusiastic reception. 


The presentation has been a great aid to our sales 


department in obtaining additional business. 


ATLAS rim corporation 


Producers of Quality Motion Pictures, Sound Slidefilms, Theatrical Shorts, TV Commercials 


ESTABLISHED 1913 
111) SOUTH BOULEVARD... OAK PARK, ILL., CHICAGO PHONE: AUSTIN 7-8620 


~D 
a 
: URITY 
* i 


the wealth of mature film sense, skill and judgement achieved 
only through many years of actual production experience. 








WHAT MAKES THE DIFFERENCE 


BETWEEN A SUCCESSFUL BUSINESS FILM 
AND A FLOP? 








We have asked this question of many industrial and agency executives 


with motion picture experience. Their replies boil down to three essen- 


tial elements of success in making motion pictures for business: 


The basic conception of the picture. Client and producer 
together need to think the picture through from beginning to 
end in terms of the purpose to be achieved and the audience 
to be reached. Only a producer who combines tested business 
judgment with a flow of realistic ideas can fully meet the clients: 


requirements. 


The creative ability of the producer. Ideas are not enough. 
The producer must have in his organization the creative talent 
needed for an absolutely convincing script, and direction that 


meets the highest standards of American films. 


A strong sense of responsibility in the producing organi- 
zation. Sustained excellence in a film means that every man 
who works on it must have a feeling of pride in his work, com- 
bined with a capacity for teamwork. This means that the 
producer must have a full staff of capable men—together with 
complete modern production facilities, and high financial re- 


sponsibility. 











LA 


THINK IT OVER! 











730 FIFTH AVENUE . 





CARAVEL FILMS, suc. 


NEW YORK, 


Producers of Successful Motion Pictures And Slide Films 


for Business and Industry for over Thirty Years. 


Caravel’s top staff has had long and 
successful experience in working with 
executives of America’s leading com- 
panies in laying the foundation for out- 
standing business films. 


On Caravel’s permanent staff are men 
of established reputation as writers 
and directors—men with long records 


of successful productions, 


Unsolicited letters from Caravel clients 
have repeatedly testified to their re- 
spect for the sense of responsibility 
that they have found up and down the 
line of the Caravel staff. 





N. Y. 














complete 





tv and motion picture facilities 


for complete satisfaction 


To assure top quality dialog recording on 
location as well as in the studios, our crews use 
the most up-to-date magnetic film equipment. 
You can always be sure of clear, 

intelligible, wide-range recording from Byron. 


recording art 


sound stage titling 


ee 
editing 


We can process and ship 25 sound prints of a 

5 minute TV news show in 2 hours from your 

exposed camera negative. 

Our black and white film processing capacity 

is \, million feet a day. 

OPEN 8:30 AM. UNTIL MIDNIGHT. 

PRODUCER IN 


PRACTICALLY EVERY FILM 





sound effects 
animation 


baw laboratory facilities 


THE 








The 2 year construction of the Chesapeake 
Bay Bridge was covered by Byron location — 
assignment cameramen. 

Tasks such as this and on-the-spot coverage 
for newsreel and TV shows are just a part 

of our complete service. 


script music library 


location photography 
color-correct* prints 


Here are skilled, efficient personnel and precision 
equipment to fill your needs with speed and 
economy. Byron is a name that means dependability 
and quality in the 16 mm industry . . . because 

Byron’s complete facilities were made for every 
producer's complete satisfaction. Visit our studios, 
or ask for our illustrated brochure and price list. 


*Reg. U.S. Pat. OF. 


by r oO n Studios and Laboratory 


1226 Wisconsin Avenue, N.W. 
Washington 7, D.C. DUpont 7-1800 


WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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“These feet lend a big helping hand 
to our salesmen!” 


Sound movies you make yourself 
get results at lowest cost! 


“Travelogue of a Parts Salesman” is a sound 
movie that tells the complete story of Toledo 
Steel and the automotive parts they make. It 
also shows the salesmen themselves how to 
do the best selling job. Every salesman has 
his own copy to show to customers. Several 
new accounts have already been traced to 
the movie. 

Toledo Steel wrote the script, shot the 
film, then put on their own commentary 
with the Bell & Howell magnetic recording 
projector, the Filmosound 202. Thus, they 
gave their own sound movies that profes- 
sional touch at a minimum of cost. 
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In industry, church and school, more and 
more sound movies are used to solve here- 
tofore difficult and costly problems. 


Bell & Howell offers a wide variety of the 


finest motion picture equipment to help you 
do the best job at lowest cost. 


Bell ¢ Howell 


makers of the world’s finest 
motion picture equipment 









TOLEDO STEEL PRODUCTS COMPANY 





“The feet of a successful sales- 
man star in the low-cost sound 
movie we made ourselves with 
the Bell & Howell recording 
projector. It’s our most dynamic 
sales tool!” 


H. Ss. RILEY 


Sales Manager 
TOLEDO STERL PRODUCTS Co 
Telede, Ohie 





New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in- 
expensively. Add sound to old 
silent films, change sound to fit 
specific needs shows any 
16mm movie. From $719. 


Filmosound 285 shows optical 
sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95. 


Find Out Today How 


Bell & Howell Can Help You! 


Bell & Howell Company 
7108 McCormick Road 
Chicago 45, IL. 


Please send me, without cost 

or obligation, complete informa- 
tion on sound movie equip 
ment for use in Industry 


Home Church School 
MARMB. cccccccccccccccceseeeecee 
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PROJECTORS 
in ONE 


All the features you have desired are 
combined in the 


TS! 16mm 
“SUITCASE” PROJECTOR 


Over ten years of experience and thousands of TS! 





“Suitcase” machines in service today prove the 
exceptional advantages of this projector in indus- 


try and soles 


NOTE THESE EXCLUSIVE FEATURES! 


Self-Contained Magazine Projection 

No reels of film to thread—no screen to set up — 
no sound specker 
to engage. Self 
contained screen 
measures 135 sq. 
inches. Continuous 
magazine holds 
800 feet (22 min.) 


black and white or 





color film, sound or 


silent 


Standard Magazine Projection 

Standard projection on any conventional screen to 
auditorium size 
Continuous magoa- 


zine is power driven 





giving automatic 





rewind. Film run 





through once is 





automatically ready 





to go agoin after 





every show. 






Standard Reel Arm Projection 


Using 2000-foot (55 min.) 
reel arms, furnished with 








» 






each machine, long feature 





length flims can be pro- 





jected as easily as with 





standard magazine pro- 





jection. 





Self-Contained Ree! Arm Projection ‘ 





Using 2000-foot reel arms and self-contained 135- 





inch screen up to 





55 minutes of sound 








film may be shown. 








Crystal clear pic- 





tures are projected 





even in daylightl 













Bell & Howell or DeVry Models 
TSI “Suitcase” Projectors are furnished with Bell & 
Howell or DeVry projection and sound systems. 
Easy to carry custom case size measures 14” x 22" 
x 12” —approximately 40 pounds. 





Write today for illustrated brochures featuring 
TSI ‘Suitcase’’ Projectors 


Technical 
Service 
Incorporated 
—Dept. C-2— 


30865 Five Mile Road 
LIVONIA, MICHIGAN, U. S. A. 


Custom Mire. of Electronic and/or Mechanical Equipment 
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*CHICAGO 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 
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GREEN HARVEST” is a Technicolor motion picture 

*DETROIT 
1000 Dime Bldg. 


sponsored by Weyerhaeuser in the interests of national con- 
servation of timberlands. In 10-minute and 30-minute ver- 


sions and on l6mm and 35mm film it has been seen in 


churches, clubs and schools, in theatres, on television and CLEVELAND 
1010 Euclid Bldg. 


in rural road shows a total of 174.684 times to audiences 


of more than 40 million persons. 


T . T ry . . ry * 

Now there is a new Weyerhaeuser Technicolor picture, ‘“‘The HOLLYWOOD 
5981 Venice Blvd. 

New Paul Bunyan.” Last month it concluded a 13-week 

run at the Woods Theatre in Chicago’s Loop, showing 455 

times to 219,682 persons, and it moves into the field with ST. LOUIS 

; . — , 4378 Lindell Blvd. 

the sponsor’s confident expectaton that it will duplicate the 

success of “Green Harvest.” 

Both of these pictures were written and produced by Wilding. CINCINNATI 

Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


"Studio Facilities 
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PICTURE PRODUCTIONS, INC. 


MOTION PICTURES +« SLIDE FILMS « TELEVISION FILMS 





New Columbia 12" Record 


fits any machine in the field 


regardless of tone arm or stylus 


% Plays as long as 16" records at the 
price and convenience of 12" records. 


Lighter weight, smaller size, cheaper 
to ship and handle. 


Far finer surface quality, 
non-breakable vinylite. 


Place your next order on the new Columbia 
12" record and convince yourself. 


New York Chicago 


799 Seventh Avenue 410 North Michigan Avenue 
Ci 5-7300 WHitehall 4-6000 
Art Carlson, Gen. Mgr. Jerry Ellis, Mgr 








Hollywood 
8723 Alden Drive 
CRestview 6-1034 
Al Wheeler, Mgr. 
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6 30m best impression you can 
make with any prospective 
customer is through the qual- 
ity of the release prints you 
deliver. 

That’s why prints on Ansco 
Type 238 16mm Color Dupli- 
cating Film are the most valu- 
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The Best “Advertisements” at Work for You 


are your 16mm Prints on 


able advertisements you can 
possibly release. For no other 
color duplicating film you can 
specify gives the same faith- 
ful color, the sharp definition 
and overall “original quality” 
to your release prints. For 
better quality, specify Ansco. 


LN SCO Binghamton, New York. 


A Division of General Aniline & Film Corp. “From Research to Reality.” 
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ANSCO TYPE 238! 








Seeing is Believing—So Make 
This Simple Comparison Yourself! 


Instruct your laboratory to make a print on Ansco lype 


238, and then compare it carefully with any other color du- 


plicating hlm you choose 


COMPARE for 
... faithful color 
... high-fidelity sound 
... clean, whiter whites 
... crisper definition. 
Do this just once, and you'll never again be satished with 


anything less than Ansco Type 238 quality in your releases! 














16mm 3 Film Achievements 


; 


“The Look of Things’ 


It is a truism that the most perfect printing and projection in the world can- 
not make up for uninteresting subject matter in a film, But the opposite also 
holds true. The finer the subject, the more it deserves—and needs — perfect 
laboratory duplication to set it forth, 


This is why we feel that the finest combination of every factor won for the 
notable 16mm film subject THE LOOK OF THINGS the first prize in the 
Public Relations Category of the recent Cleveland Film Festival. The compe- 
tition was keen, but this winner was outstanding. Every producer, every film 
man and, indeed, every individual with an interest in viewing a superior 
motion picture should make it his business to see this film. The producer 
would be pleased to arrange for screenings through inquiries directed to us. 
Precision Film Laboratories doffs its hat to this unusual example of a fine 
industrial 16mm color and sound production. 


PRECISIO 


FILM LABORATORIES, INC 
21 West 46th St 
New York 36, N.Y 
JU 2-3970 


Precision Film Laboratories a division 
of J. A. Maurer, Inc., has 16 years of 
specialization in the lomm field, con- 
sistently meets the latest demands for 
higher quality and speed. 


NUMBER 





IN THE NEWS OF BUSINESS FILMS 





UDGETS FOR COMPANY FILM PROGRAMS are 
up for the coming year, according to sev- 
eral informal surveys undertaken by Edi- 

tors of Business SCREEN and at the recent fall 
meeting of the Industrial Audio-Visual Associa- 
tion in Pittsburgh (see pages 16-17). 

There’s indicated new strength in more sales 
promotion pictures, more for dealers and distribu- 
tors in product and training films, both motion 
picture and slidefilm, and a little less attention to 
long-range educational efforts for school dis- 
tribution. 

17 of 24 established film users, mostly larger 
concerns, have already confirmed increased funds 
available for their production and distribution 
activities. The realization that films are an in- 
tegral part of product promotion activities and 
are getting executive attention in planning should 
be evident in the $50,000,000 gross sales by pro- 
ducers last year. There’s a place in this planning 
for heavier internal film programming, too, as 
the early difliculties with optical-magnetic type 
projection are being cleared away by experience 

Distribution trends continue to present a major 
opportunity to sponsors with good pictures to offer 
the “hungriest” potential audience in the history 
of the medium. Commercial distributors with 
nationwide regional coverage and the most effi- 
cient methods in the business are shipping record 
numbers of prints this final quarter of the year. 
Sustaining use of business films on the growing 
total of L. S. television stations continues un- 
abated for sponsors with “interesting” public re- 
lations films to offer. 

Like the rest of U.S. business the last quarter 
of 1953 should be a good one—and the year 
ahead offers considerable promise without 
mentioning the easily-predictable onslaught of 
color television before it is very far along. 

Not so for all lines of business in “54, however. 
The highly competitive selling era predicted for 
next spring will be hard on those firms who find 
themselves over-extended or with outmoded prod- 
(CONTINUED ON PAGE EIGHTY ) 


WORLD FAMOUS 


synchronous 
magnetic film 
recorder for 
motion pictures 


and television. 


STANCIL- HOFFMAN 


‘921 N. Highland Hollywood 38, Calif. 
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{ 
The vital control of gas and liquid pressures in aircraft, oil refin- 
eries, food processing plants and in countless other industries is 
accomplished with pressure actuated switches. The flow of 
important information about these switches is accomplished by 
f a new film, “The Meletron Story,” which brings a complete under 
| standing of their basic principles and essential functions which 
I are making them increasingly important in industry today. 
‘ 


“THiphal Ly Vi.oy 


STUDIOS 
HOLLYWOOD * NEW YORK * CHICAGO ®¢ DETROIT 
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Grass stars again! 


OOD NEWS TRAVELS FAST, but. too often “Grassland Report” is narrated by Ed Thor- 

the details are lacking. So, to give gersen, ace newsreel commentator. The film 
farmers practical demonstrations of the ‘%WeePps the U. S. and Canada searching out 
“why, how, and when” of Grassland Farm- "W “ays of cutting costs, keeping profits up, 
, ; : making jobs easier. Burying baled hay in 
ing, New Holland took sound cameras and 


color film into the field. 


Massachusetts, harvesting oats with a forage 
harvester in Canada, feeding Texas cattle on 


First production was ‘‘Green Promise.” Pennsylvania grass. 
Here, famous experts, Hugh Bennett, Car! Here are ideas that farmers and ranchers 
Bender and Henry Ahigren told the basic story can profit from—put to work on their land. 


of grass in terms of conservation, stock feed 


ing, crop rotation, and mechanization. 


If you haven't seen these two remarkable 
16mm color films, you’re honestly missing an 


Now, “Green Promise” has been followed inspiring, exciting show. Schedule a showing 
by a new film, “Grassland Report.”’ Just re- through your local New Holland dealer or by 
leased, it follows newsreel reporting techniques sending in the coupon below. 
to bring farmers the latest in new grassland The New Holland Machine Company, a 


farming practices. 


For a free showing of “Green Promise” or 
“Grassland Report’ write to: New Holland 
Machine Co., Dept. 44-10, Box 16, New Holland, 
Pa. Write in advance to assure prompt delivery 
Please send “Green Promise” 

“Grassland Report” 
Name 


Address 





Organization 


Date of showing 


subsidiary of The Sperry Corporation. 


@® NEw HOLLAND 


“First in Grassland Farming’ 


New Holland, Pa, + Minneapolis + Columbus, O. 


Des Moines + Kansas City ~- Brantford, Ontario 





Chie Murphy ctdatinns 


INCORPORATED 


723 SEVENTH AVENUE @ NEW YORK 19,N. Y. @ PLAZA 7-8144 


DISTINGUISHED 
MOTION PICTURES 
FOR 

INDUSTRY 

AND 

TELEVISION 





SHARPER, CLEARER, MOVIES 


for large audiences in industry, business, 


education and entertainment... 


More ticut than ever thought possible 
with a 16mm projector assures users of the 
RCA Porto-Arc Frojector of sharp, clear 
and bright pictures on the screens of large 
auditoriums. 

Industry, business and education can 
now show 16mm films at their best in 
company or school auditoriums...in tents 
at road shows, in fairs in rural areas, and 
to groups gathered outdoors. 

RCA’s new Porto-Arc 16mm Projector 
operating at 30 amperes delivers up to 
1600 lumens, providing brilliant screen 
images on screens as wide as 20 feet. When 
operating at 10 amperes, the 750 lumen 
output provides brilliant pictures on screens 
up to 15 feet wide, and one set of carbons 
burns over two hours. 


VISUAL PRODUETS 


l6mm 


PROJECTOR 


The powerful amplifier is especially de- 
signed for 16mm reproduction of speech 
and music at high levels with the best 
sound quality. It provides all the power 
output needed for a wide choice in speaker 
setups—from single or multiple portable 
speaker units to theatre-type systems, 
and it also provides microphone and rec- 
ord player inputs for public address. 

RCA’s Porto-Arc Projector incorporates 
the superior professional features and top- 
quality workmanship of the famous ‘‘400”’ 
projector. These include dependable oper- 
ation... “thread-easy”’ film path .. . the 
time-proved ‘‘400”’ mechanism. 

This rugged and completely portable 
16mm projector disassembles into 5 easy 
to-carry cases. It can be set up or taken 


RADIO €ORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT CAMDEN HJ. 


in Cenedea 





RCA VICTOR Company Limited, Montreo! 





CA PORTO-ARC 





down in five minutes. The suitcase type 
projector stand has adjustable, non-slip 
legs and an elevating mechanism. It pro- 
vides ample storage space for its legs, 
cable, carbons and other accessories. 





ee 


We'll be pleased to send you information 
on RCA's complete line of 16mm projectors. 


MAIL COUPON FOR LITERATURE NOW 


VISUAL PRODUCTS, Dept. 25U 

Radio Corporation of America, Camden, N. J 
Please send me information on the new RCA 
16mm Porto-Arc Projector 


NAME TITLE 
ORGANIZATION 
ADDRESS____. 


city ZONE 


BT AT Be 











For Instant Movability 
and Advanced Design 


“AYDROLLY” 


(TV OR CAMERA DOLLY) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight 

easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. 
use. Steering wheel and floor 
locks. 


sturdy 


In-line wheels for track 





SYNCHRO-FILM-ED SYNCHRONIZER 


A Precision Instrument for 


Synchronization and Measurement of 


l6mm and/or 35mm Films 


Any combination of sprockets assembled to 


your 
construction. 
divisions engraved on 
rollers 
film contact. 


specifications. 
Foot 


aluminum 
with frame 
Contact 
positive 
Fast finger-tip roller release, 


Sturdy cast 
linear type, 
sprockets. 


adjusted individually for 


sprocket shaft slip lock, complete with foot- 
age counter. 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special and Maurer Cameras 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 


12 Volt DC Variable Speed 3-64 Frames. 
115 Volt AC 60 Cycle, Synchronous Motor, 


Single Phase. 


Animation Motors for Cine 


Special, Maurer, 


B & H, Mitchell Cameras, Motors for Bolex and 
Filmo Cameras, and Time Lapse Equipment. 


e LENS COATING 
eT" STOP CALIBRATION 


e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 


for 16mm and 35mm cameras. 


e BAUSCH & LOMB 


“BALTAR" 


LENSES and others for Motion Picture and 


TV Cameras. 


e@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, 


Cine Special Cameras. 


Write for full information and prices 


JOHN CLEMENS 


ERWIN HARWOOD 


NATIONAL CINE EQUIPMENT, Inc. 


209 WEST 48th STREET, NEW YORK 36, N. Y. 
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News Events of the Month 


N. Y. Film Producers Assn. Seeks To 
Find Facts of TV Color Progress 
* In an opening effort to siphon 
practical truth from color television's 
changing rainbow prospectus, the 
Film Producers Association of New 
York has set out to compare notes 
with leading telecasting networks 
and other interested groups. David 
Pincus, president of the association, 
has invited the various organizations 
to participate in a round-table dis- 
cussion of the color challenge. 
Invited to join in the exploration 
of prospects, plans, and facilities are 
Radio Corporation of America; Co- 
lumbia Broadcasting System: Amer- 
ican Du- 
mont Television Network: William 


Dupont : Tech- 


Broadcasting Company; 


German Company; 
nicolor Motion Picture Corporation, 
and Phileo Corporation. 

In his message to these organiza- 
tions. Pincus pointed out that: “The 
Film 


senting .. 


Producers Association, repre- 
. non-theatrical film pro- 
ducers in this area, has a vital stake 
in the use of film on television for 
both commercials and programming. 
We are naturally interested in the 
place of film in color television pro- 
eramming.” The round-table will be 
conducted as a means of securing 
information to effectively answer in- 
quiries the Association receives from 
its membership. 

The 


nicians, laboratories and other fa- 


Association members’ tech- 
cilities are available for cooperation 


in the exploratory effort, Pincus 


stated. 
* * * 

Latin America Experiences Rapid 
Rise of Television Stations 

* Latin America is experiencing a 
television boom, according to the 
Pan American Union. Recent figures 
show 17 transmitters casting to 
150.000 


roomed from a single station in the 


sets. This growth mush- 
last three years, 

Pioneered by Mexico's station 
XETV in 1950, Latin American tele- 
with transmitters 
in Brazil’s San Paulo, and Rio De 
Janeiro. Then stations appeared in 


vision increased 


Cuba, Argentina, the Dominican Re- 
public and Venezuela. 

Cuba seems to be in the lead at 
present with six stations providing 
programs for an estimated 70,000 
to 80,000 screens. The Havana area 
has 75° of these screens but the 
programs can be seen all over the 
Three are 
under construction, eight more are 


island. more stations 
planned, 


Brazil watches television on nearly 


BUSINESS SCREEN 


In Mexico four sta- 
serve about 30.000 
Most of these are in the Mexico City 
area. Argentina, Venezuela, and the 
Dominican Republic follow the boom 
parade in order. Development also 


10.000 screens. 


tions screens. 


Colombia, Guate- 
mala, and Uruguay. 
Films of U.S. business firms with 


interests in these lands are finding 


is evidenced in 


ready use on both sustaining and 
paid-time basis among these sta- 
tions. 

* + * 


J. McWilliams Stone of DuKane 
Will Serve on N.A.M. Directorate 
* J. McWilliams Stone, president of 
DukKane Corporation, has been ap- 
pointed a director of the National 
Association of Manufacturers by 
Charles R. Sligh, Jr... N.A.M. presi- 
dent. Announcement of Stone’s new 
post was made by Harold Byron 
Smith. regional vice-president of the 
N.A.M. The executive of the St. 
Charles audio-visual products firm 
will replace John Slezak, president 
of Turner Brass Works, Sycamore, 
who is resigning. Slezak recently 
Was appointed an assistant secretary 
of the army. 
* * * 

N.Y. Advertising Buyers’ Show 
Features Audio-Visual Tools 
* More than 8.500 advertising ma- 
terials buyers are expected to attend 
the 2Np ApbvERTISING ESSENTIALS 
SHow at the Hotel Biltmore, New 
York, November 17 to 19, according 
to Thomas B. Noble, show chairman. 
One hundred fifty exhibits of ad- 
vertising tools and services will be 
on display. 

Such varied ad 
projection 


mechanisms as 
equipment, 3-D units, 
point of sale products, moving dis- 
plays, charts, electrotypers, photo- 
lettering devices, new binding and 
mounting processes and advertising 
banners will be featured on the AES 
“market place.” 


services, 


Foreign postage 


color reproduction cost- 
cutting methods, luminous inks, spe- 
cialty envelopes and premiums will 
be shown as exhibits of 
typography, paper, engravings, pho- 
tography, lithography and art serv- 


ices, 


well as 


The AES show will occupy the 
19th floor grand ballroom and ad- 
jacent ballrooms in the Biltmore. 
Tickets may be secured from the Ad- 
vertising Trades Institute, Inc., 270 


Park ave., New York 17. 








SPECIAL 
OPTICAL EFFECTS 
and TITLES by 
RAY MERCER & COMPANY 


4241 Normal Ave. « Hollywood 29, Calif. 
Send for Free Optical Effects Chart 
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OH-OH-WHAT NOW? 


Wars your problem — whether it be 
in research, production, selling, distribu- 
tion, personnel, public relations, in fact 
any phase of industry or business, a well 
planned film can make important contri- 


bution to its solution. 
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SOUND MASTERS 


VOLUME 14 ¢ 1953 


SOUND MASTERS, INC. | 22" 


165 WEST 46TH STREET, NEW YORK 36, N.Y. 


P us at Sound Masters discuss with 
you the type of motion picture or slide 
film which will be most effective in ac- 
complishing a definite purpose with the 
power and penetration of audio-visual 


impression. 











MOTION PICTURES 
SLIDE FILMS 





PLAZA 7°6600 








THREW US A TOUGHIE 


John P. Nicholson, Agrafilms, 
Athens, Georgia, called Wednesday P.M. 


PROBLEM: 


Final preparation of a five-reel Kodachrome picture, 
titled ‘We’, for Southern States Cooperative to be 
ready for printing by Monday P.M. with syne-sound, 
narration, sound effects and complete music back- 
ground. 


CHALLENGE: 


First, an interlock screening for final picture and 
voice; then the design and laying in of the music, 
which in this case consisted of forty-one selections 
from our enormous music library and the addition 
of sound effects. 

Music and sound effects were selected and sync’ed to 
the picture. Monday A.M. the picture was dubbed. 
The finished track was ready just one and a half 
hours after the dubbing session. All five reels were 
ready for printing Monday P. M. ON TIME. 


THE ANSWER: 


This is the sort of service that has built up over the 
years our large and loyal clientele. John Nicholson 
knows, as do all our clients, that there’s more than 
meets the eye in every McGeary-Smith job. Into every 
piece of work we do—large or small, rush or routine 
—go integrity, deep personal interest, unsurpassed 
technical skill and, above all, a sense of pride in our 
work, 


Let us serve you... 


a ao — / 0° ne MIC. 


1906 FAIRVIEW AVENUE, N.E. @ WASHINGTON 2, D. C. 
phone LAWRENCE 6-4634 


RCA SOUND RECORDING PRODUCTION EDITING ° A & B ROLL PREPARATION 
¢ 16mm COLOR PRINTING 16mm B & W DEVELOPING AND PRINTING ° EFFECTS 
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EVERY 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 










V-2C -¥-22€ -V-25C ; 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled, 3-5-7-9-11 inch 


“Change-O-Matic’ Automatic slide 4 
changer accommodates paper, glass, } 
metal, or tape slides intermixed. 


‘ VIEWMATIC 


No matter which you use... 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16” 
—two permanent needles 
on twist arm. 33'/3, 45, of 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9 detachable speaker 
for 500-watt projector. 













Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides, 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed, For teachers, lec- 
turers, sales and advertising 
promotions. 


V-4$ — V-448 : 
For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 


el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled, 
2", 3", 5° and 7” focal- 
length lenses available, 






Write Dept.aBs3for colorful illustrated literature. 


fiyphete INC. 
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For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


















STRIP-0-MATIC 


Remote control 35mm filme 
strip advance mechanism, 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 
lustrated here with V-25C). 


QUEENS BOULEVARD 
ISLAND City a, N.Y. 
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this man 


is making a motion picture... 
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SIGHT & SOUND 


BRIEFS ON AUDIO-VISUALS 


$30,000 Foundation Grant to 
Finance Nurse Recruiting Film 

® THe NATIONAL ASSOCIATION FOR 
PractTicaAL EpucaTIon inaugurated 
last month its annual appeal for 
funds to carry on its varied activi- 
ties designed to promote schools of 
practical nursing throughout the 
country. 

To stimulate the recruitment of 
students for the 290 approved 
schools of practical nursing in the 
United States, the Samuel H. Kress 
Foundation has made a grant of 
$30,000 to the Association to fi- 
nance the production of a documen- 
tary film. 

“There has long been need for 
an informational film on this sub- 
ject,” said Hilda M. Torrop, Execu- 
tive Director of the Association, in 
making the announcement of the 
Kress Foundation grant. “Hereto- 
fore there has been no motion pic- 
ture available which dramatizes and 
interprets the field of practical nurs- 
ing. 

“We plan to produce a film which 
will indicate the rewarding career 
that is open to men and women, 
whether young or middle-aged, who 
undertake the study of practical 
nursing.” This film will be offered 
to motion picture houses as well as 
for non-theatrical showing. 


* * * 


Reeves’ Magna-Stripe Process 
Licensed for Cinemascope Use 

* Reeves Sounpcrarr Corp. an- 
nounced last month that it had 
licensed 20th Century Fox Film Cor- 
poration to use Soundcraft’s Magna- 
Stripe process in the production of 
stereophonic sound release prints 
made by Fox’s new Cinemascope 
technique. 

A Soundcraft striping machine is 
now working full time at 20th Cen- 
tury Fox’s Hollywood studios put- 
ting multiple stripes on four new 
Cinemascope releases. 

According to Frank B. Rogers, 
Reeves Soundcraft vice-president, 
the Magna-Stripe process has be- 
come a most important factor in 
mixing, dubbing and editing. Most 
original sound on Hollywood lots, 
he said, is now recorded magnetical- 
ly. 

Mr. Rogers sees the day when 
magnetic systems will entirely sup- 
plant optical sound, from original 
recording to final release prints, in 
fact, he said, theatres all over the 
country are now converting to han- 
dle magnetic sound, and other major 
film producers are adopting the 


Reeves Soundcraft system for stere- 
ophonic sound films. 


* * * 


N. Y. State CPA's Hear Talk 

on Film Production Accounting 

* Ben Dyer, New York motion 
picture consultant, recently spoke 
before a technical meeting of the 
New York State Society of Certified 
Public Accountants on “Commercial 
Motion Picture Production Account- 
ing.” 

His paper distinguished commer- 
cial motion picture production from 
theatrical; outlined the operations 
common to all commercial produc- 
ers; discussed estimating proce- 
dures, cost categories, contract terms, 
organization and degrees of ver- 
tical integration, scheduling and 
production control; and supplied 
information on commercial motion 
picture production of value to those 
responsible for the keeping. audit- 
ing or interpreting of the account- 


ing records. 
* * * 


Department of Agriculture Offers 
List of Films Available for TV 

* A complete list of United States 
Department of Agriculture films 
which may be used on television is 
now available on request. More than 
50 films are included, at the present 
time, and as new films are completed 
they will be added. 

The Department also announced 
that to help new films meet television 
time requirements, they will be de- 
signed to fit quarter and half-hour 
slots. 

Requests for the present list should 
be addressed to the Motion Picture 
Service, U. S. Department of Agri- 
culture. Washington 25, D. C. 


Harry W. Lange Speaks to Safety 
Congress: “Pictures for Safety"’ 
* Harry W. Lange, production 
manager of Sarra, Inc., film pro- 
ducers. spoke before the 41st Na- 
tional Safety Congress and Exposi- 
tion in Chicago, October 22nd at 
the Conrad Hilton Hotel. His sub- 
ject was “Making Pictures for Safety 
Photography with a Purpose.” 
The address was the second on this 
subject he has made before the 
safety group. 





FOR SALE 
Two 16mm Mitchell Cameras, 
new, with extra lenses, tripod, 
blimp, extra motor and other 
accessories. Each used less 
than an hour. 


Write Box 53-7B 
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IMPORTANT ANNOUNCEMENT 
re: the Midche 


l6mm Professional Camera 





7~* 


IMMEDIATE SHIPMI 


are currently 


tee 











being made 


...with this announcement 
the Mitchell 
Camera Corporation, 
for the first time 
in history, 
now offers you 
shipment of the 
famed Mitchell 16mm 
THE CAMERA WITH A HERITAGE Professional Camera 
There is no substitute for a heritage on receipt 
of GREAT ENGINEERING. No 16mm motion picture camera [ 
made anywhere in the world can match oF Your Goer. 
the technical perfection which a Mitchell 16 
brings to your film. Each l6mm camera has the same 
supreme custom workmanship and Mitchell's 


exclusive, positive operation that is today world-famous 





... wherever truly professional films are made 


—————— 


666 West Harvard Street *© Glendale 4, Calif. © Cable Address: ‘‘MITCAMCO” 
| ee 
@%** 85% of the professional motion pictures shown throughout the world are filmed with a Mitchell 
¢° 
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NOW 


Synchronous 


RECORDING 


with your present Tape Recorder! 


Does your present tape recorder operate at 15 cps? Then add this 
compact, inexpensive unit and get lip-synchronous sound track 
recording “on location”, using standard 4" tape and a minimum of 


equipment. 


The Fairchild Model 141 generates control track for picture 
synchronous recording, “mixes” track simultaneously with pro- 
gram material at 30 db down. No interference with immediate 
playback. Effect substantial savings by using only the good “takes”. 
Sound studios will process your tape and transfer to film, or you 
can play tape back in perfect synchronism with a Fairchild 


Pic-Sync Tape Recorder. 


Fairchild Model 141 

Control Track Generator 

is compact, portable 

5%” high, 114" wide, 

11%” deep; weight 10% Ibs 
200 f.o.b Whitestone, ie $ 


World’s Finest 
Professional Tape Recorder— 


FAIRCHILD Medel 126 








Fairchild Model 126 

Professional Tape Recorder (left) 
with patented Syncroll Drive 

and Pic-Sync Attachment (above) 
installed within console. 


Ne other Tape Recorder offers all these EXCLUSIVE FEATURES! 


SYNCROLL DRIVE insures exactly synchronous tape speed, 
gives accurate program timing, on-pitch reproduction. 
PIC-SYNC ATTACHMENT (optional) corrects for tape 


stretch, shrinkage, provides absolute lip-synchronous timing. 


brings recorder into frame with projector or other equipment, 
regardless of difference in starting times. 


OVERSIZE CAPSTAN with 180° tape wrap 


eliminates slippage. 


& 
& 
@ AUTOMATIC FRAMING CONTROL (with Pic-Sync) 
he 
cd 


HIGHEST SIGNAL-TO-NOISE Ratio of any tape recorder 


assures minimum distortion in recording and dubbing. 


Write for illustrated literature and prices. 


RECORDING: 


it CHILD EQUIPMENT: 


Eighth Ave., Whitestone, N. Y. 








Air Power Through Public Understanding: 


Predict Record 16mm-Video Audiences 
for “Flying With Arthur Godfrey” 


*& Flying with Arthir Godfrey, a 


new 47-minute film produced by 
Jerry Fairbanks Productions for 
sponsors “Arthur Godfrey and Capt. 
Eddie Rickenbacker” (though it has 
been said that Eastern Air Lines, 
Inc. had a “most important” part in 
paying the bill), has been shown 
for the first time recently on several 
CBS-TV stations. Following comple- 
tion of showings on the balance of 
the CBS network, it will be released 
for exhibition to clubs, schools, 
churches and business groups. 

The new film has been designed 
to be principally an educational film 
on flight. Godfrey, who holds every- 
thing from cub to jet pilot certifi- 
cates, is a commander in the U. S. 
Navy and has long followed flying 
as a passionate avocation. 

Idea Credited to Arthur 

According to Eastern Air Lines 
press statements, “It was Godfrey’s 
idea to make a motion picture trac- 
ing the history of modern flight 
from the Wright Brothers’ early ex- 
periments on through to today’s 
supersonic jets. Being a long stand- 
ing friend of Captain Eddie Ricken- 
backer, he asked for and was whole- 
heartedly granted, the full technical 
assistance of Eastern Air Lines in 
the making of this picture. He even 
prevailed upon Captain Rickenback- 
er to make an appearance in the film 
with him.” 

The theme of the picture points 
out the advantages and dependabil- 
ity of modern air transportation. 
Godfrey takes the audience with 
him into the flight deck of a new 
15,000 Super-C Constellation for a 


pilot’s eye view, so to speak, on a 
flight from New York to Miami. 
The scientific and accurate means 
by which a modern superliner is 
flown are carefully and simply set 
out for all to see and understand. 


An Adventure in Flight 

Flying with Arthur Godfrey, for 
all of its educational and promo- 
tional aspects, is also entertainment. 

The audience sees a supersonic 
dive, in a United States Air Force 
new F-94C Starfire all-weather in- 
terceptor, and hears the tremendous 
thunderclaps of sound as the barrier 
is broken, to be followed by the 
complete silence that envelopes one 
of these jets as it flies faster than 
the speed of sound. Another scene 
shows a plane flying straight up at 
the rate of 45,000 feet per minute, a 
direct’ perpendicular climb in a 
speed in excess of 510 miles per 
hour. 

Organized groups wishing to see 
this film may get prints by writing 
to “Flying with Arthur Godfrey,” 
Box 199, New York 46, N. Y. 

Record Audience Predicted 
* The strong personal following of 
Godfrey and his frequent references 
to the film on the air should prove 
potent factors in building a record 
audience for this remarkable pic- 
ture. Far superior in its 16mm color 
version, Flying With Arthur God- 
frey will have a first allotment of 
500 prints available for these 16mm 
bookings. If proper dispersal of 
these prints is made to avoid ship- 
ping delays, there is no apparent 
end to their potentials. Tt 


FeaTuRED NARRATOR Godfrey, in his Eastern Airlines’ uniform, greets 
Captain Rickenbacker shown below in his World War I fighter plane. 
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sts cll im knowing 7 Only 1,000 or so words are needed for the narration and 
J dialogue of the average twenty-minute motion picture. 
/ To a large degree, however, the effectiveness of that picture 
how 


toa pick fThenrtt cece Webster's; depends upon his imaginative choice of words for 


UNIFILMS, INC. 


NOT JUST MOTION PICTURES, BUT MOVING PICTURES 


146 EAST 47TH STREET 
NEW YORK 17.N.Y 
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MURRAY Hict 8-9325 KINGSLEY 5-8013 
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depends upon a script writer knowing how to pick those 
relatively few words from the 600,000 available to him in 


their power to illuminate an idea, for their emotional 
impact, for their persuasiveness—for their ability to induce 
the mind and heart in a desired direction. 


At Unifilms, the preparation of narration and dialogue scripts 
with imaginative qualities is basic . . . just as imaginative 
research and direction and the imaginative use of 

sound are basic. All these, brought into focus at Unifilms, 
create a production that is not just a motion picture, but 

a moving picture: a film-message that impels your viewers to 
positive action. 


The cost? Well, imagination takes a hand here, too. 
For original production techniques devised by Unifilms 
have effected marked savings for our clients. 


To learn more about Unifilms, make a date by 
telephone . . . now! 


4° 
4e\ SS) 225 SOUTH 15TH STREET 











No tiny mortal ever received more sure, more tender 
handling than does your precious film as it passes 
thru all the phases of completion at TELEFILM Studio. 


Each important step — developing . . . editing . . . color 
. titling . . . narration . . . special effects... sound... 
music — receives every safeguard thus insuring a 

healthy finished print. 


At our Hollywood studio, you're assured of undivided 
responsibility on any or all of these processes while 
your film is being completed. Here, the new-born film 

knows parental care. . . 


You will be pleased with the rapid, efficient quality 
of our work — from the high fidelity sound to the 
unsurpassea color printing. 


Inquiries are invited. Cost estimates promptly returned. 


TELEFILM is the cradle of the 16mm industry. The world’s 
largest, best equipped, exclusive 16mm studio. 


6039 Hollywood Boulevard 
Hollywood 28, California 


Phone HOllywood 9-7205 


/ 


TELEFILM 


|i Mw CORPORATE D| 








Since 1938 


“Telefilm makes better motion pictures” 


BUSINESS SCREEN MAGAZINE 




























gee And You Can’t Hold An Audience 
































You Cant Bag a Sear 
with a Beqnshoorer... 





With a Dim Picture 


THIS MAN‘S EQUIPMENT just isn’t up to the job. 


16MM FILM SHOWINGS — same story when your audience has 
to strain to see clearly. Your projection equipment supplier will 
confirm the fact that, for large auditorium showings, it’s impossible 
to provide enough screen light with anything except the carbon 


arc — it can’t be done! 


JUST CONSIDER that the poor practice of inadequate projection 
lighting doesn’t even offer a false economy — “National” carbon 
arcs are economical to operate and are 4 times brighter than the 


next best light source! 


MANY NEW-MODEL ARC LAMPS for 16mm projection are now 


available. See your supplier for a demonstration as soon as possible. 


The term "Netional” is a registered trade-mark 
of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporstion 
30 East 42nd Street, New York 17, N.Y. 
District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
IN CANADA: National Carbon Limited. Montreal, Toronto, Winnipeg 
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The Premiere’s Over... 


now these 3 Safety Council films go to work! 


At the National Safety Congress last month in Chicago, thousands of 
executives previewed the latest motion pictures‘ of the nearly 100 films 
produced by Sarra for the National Safety Council. 


The subject of this series of 3 films is “Supervising for Safety,”’ and it 
stars Jim Dexter as that demon supervisor, Gustave G. O’Grady. 


From these lively and informative films, the audience took away a clear 
impression of how effectively these Sarra productions can help reduce 
accidents, improve working conditions and increase output. 


Sarra’s experience in the safety field is matched by equal experience and 
success in creating motion pictures and sound slide films for sales training, 
merchandising, product promotion, and public relations. 


Let a Sarra representative tell you (no obligation of course) how our 
proven techniques can put your message across to the audience you 
wish to reach. 


*Produced also as sound slide films 


In this scene from‘ ‘‘Fragile— Handle Feel- Supervisor O’Grady has been having too Human interest situations with different 
ings with Care,” Supervisor O’Grady tells many accidents at the plant. In this episode character types point up the moral that each 
a worker he’s moving her machine without he falls into the water after a series of camp- worker is an individual and must be dealt 
explaining why, and she’s upset. The film ing trip mishaps which come from giving with as such. The “‘Old-Timer” and Super- 
dramatizes the theme that a worker with a his wife confusing orders. From the film, visor O’Grady figure in this episode sl 
grievance is liable to accidents. “It’s an Order’. “Call ’Em on the Carpet’. 


a 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


MOTION PICTURES + SOUND SLIDE FILMS + TV COMMERCIALS *© PHOTOGRAPHIC ILLUSTRATIONS 
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SALES MANAGERS 





Today, 20,000 sales managers are look- 
ing for better ways to strengthen and 
train their far-flung sales forces and 
dealers. 


Many of these sales managers may not 
know it yet, but they’re looking for you 
—a sound slidefilm producer. Because 
they may not know that the best way to 
train a spread-out sales force is with a 
sound slidefilm. The potential is there. 
And the time was never better to turn 
that potential into profit! 

Here’s how you do it. Choose com- 
panies that depend upon salesmen for 
volume. Get in to see the sales manager. 









°_ 
< om Pal 
= 
tTxs® “WIS MASTER'S VOICE” 


NUMBER 


Tell him your story—show him how he 
can use sound slidefilm to do an effec- 
tive, economical job of training his 
salesmen and his dealers. 


Naturally, for the audio part of your 
slidefilm, you'll want to specify RCA 
Victor slidefilm recordings. You know 
from your own experience that RCA 
Victor delivers the clearest, crispest 
sound attainable in slidefilm recordings. 
Use this point when you talk to your 
prospect; it can help you close the sale. 
Remember—the market for sound slide- 
film has never been better. Be sure you 
get your share! 


RADIO CORPORATION OF AMERICA 


ARE Looxinc For YOU ! 


eoeeeveeeeeeeeeeeeee ee eee 


Sales Managers need Sound Slidefilms 
for telling Salesmen and Dealers: 


how to get more display space 
how to develop local promotions 
how to use selling time more efficiently 

how a new product was developed 

how to localize national merchandising campaigns 
how product quality is controlled 


and much more! 


For full details on slidefilm recordings, contact office nearest you 


NEW YORK 

630 Fifth Ave. 
Dept. E- 110 

New York 20, N.Y 
JUpson 2-5011 


CHICAGO 

445 N. Lake Shore Dr 
Dept. E- 110 

Chicago 11, Ill 
WHITEHALL 4-3215 


RCA VICTOR DIVISION 


HOLLYWOOD 

1016 N. Sycamore Ave 
Dept. E- 110 
Hollywood 38, Calif. 
HIcisipe 5171 








Eight Business-Sponsored Pictures Win 
Awards at Kentuckiana Film Festival 
from the NSC Film Service, 425 N. 


Michigan Ave., Chicago. 


* * 4 


CAMART PRODUCTS 


T° THE GROWING LIST of civic 
film festivals held 

the eastern half of the nation, the 
Kentuckiana Film Festival was added 


last year. The second annual judg- 


across the 














MANAGEMENT TRAINING: Methods 
Analysis, sponsored by the McGraw- 
Hill Book Company. Available for 
print purchase or rental, write Me- 
Graw-Hill Text Film Dept., 330 W. 
12nd St., New York 18. 


* * % 


















% CAMART TV MIKE BOOM ing of motion pictures and slidefilms 
Rear handle for directional mike 
control. Sturdy 13° extension arm. 
Entire unit folds to fit in your car. 


under the auspices of this Louisville 
film council was held on September 
2% when civic, educational and busi- 
\ & OPTICAL FX UNIT ond PRISMS 


For témm, 35mm, and TV cam- 
y) eras. Will reproduce multiple 
images in rotation. Excellent 
for TV, animation, or 
commercials. 


ness leaders gathered in that city 
under the chairmanship of William 
Braasch. 








Hicuway Sarety: Word of Honor, 
produced for the Kaiser-Frazer 
Corporation by Vogue-Wright Stu- 
dios. (See Business ScrREEN, Vol- 
ume 13, Number 4.) Available from 


Modern Talking Pictures. 
« * x 











film 





59 motion pictures were screened 
in the eight subject categories desig- 
nated for honors; 19 slidefilms were 







also accepted for judging in one all- 





i} *& CAMART TRIPOD 


Lightweight friction head 
tripod for semi-professional 
16-35mm cameras. Smooth 
well-belanced pan and tilt 
action. Rigid leg locks. 











inclusive group. Business-sponsored 






VocaTIONAL TRAINING: Tomorrou 


Veets Today, produced for the Ford 


motion pictures won top awards in 






seven of the eight groups. Awards 












































































Geared follow focus control 
Reflex viewing through the 
blimp eliminates parallax 
problem. 110 volt 60 
cycle single phase sync 
motor, Geared footage 
counter, Accepts cam 

era with 400° magazines. 






















& CAMART BLIMP for ARRIFLEX 35mm CAMERA 











* CAMART 


New advanced glide steering. Plat- 
form for assistant and accessories. 
Adjustable swivel seat. Rigid clamps 
for tripod legs. For tripod, baby 
tripod, and hi-hats. Size 35 « 46 


inches, it comes apart. 
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CAMERAGCMART 


%& CAMART CAMERA DOLLY 


Professional motion picture or TV camera dolly. 
Two seats for operator and assistant. Geared lift 
for smooth operation of boom arm from 26" to 
seven feet. 30° width wil go through standard 
door, Weight 350 pounds. Easily transported. 


INC. 


MOTION PICTURE AND TV PRODUCTION EQUIPMENT 


1845 BROADWAY 
NEW YORK 23,N.Y 


Phone: Circle 6-0930 
Cable Address CAMERAMART 





BABY DOLLY 





were presented at a concluding din- 
ner event which featured an address 
hy Harold Fischer, executive of the 
Compco Corporation, Chicago, who 
talked on stereo slide projection de- 
velopments. 

Sources of Winners Noted 

Award-winning films at the Ken- 
tuckiana Festival are noted in each 
of their special classifications. For 
the benefit of readers who want to 
secure these films for screening, dis- 
tribution sources are also provided, 
as well as reference data on recent 
BUSINESS SCREEN reviews. 

The winners were as follows: 
Business Economics: Your Money 
ls What You Make It, produced for 
the National Association of Manu- 
facturers by Apex Film Corporation. 
(See Business Screen, Volume 13. 
Number 3.) Available from the 
NAM Motion Picture Dept.. 11 W. 
19th St.. New York 20. 


am * a 


PRoMOTION & MARKETING: 
Impulse Payoff, produced for E. 1. 
duPont de Nemours and Company 
by The Jam Handy Organization. 
Available to retailers and others in- 
terested in packaging from the spon- 
sor, Wilmington, Del. 


* 


SALES 





* os 





HuMAN RELATIONS: Good Business 
produced for The Champion Paper 
and Fibre Company by Wilding Pic- 
Productions. (See Business 
Volume 14, Number 6.) 
Available on free loan through the 


2i of Modern Talking 


28 exchanges 
5 Ro kefellet 


ture 
SCREEN, 


Picture Service. Ine.. 


Plaza. New York. 


* * 


INDUSTRIAL SAFETY: 4A Gray Day 
for O'Grady, produced for the Na- 


tional Safety Council by Sarra, Inc. 
(See Business Screen, Volume 15, 


Number 8.) Available on 





rental 


Motor Company by MPO Produc- 
Available on free loan from 
Ford film libraries at 15 E. 53rd St.. 
New York 22; 16400 Michigan 
Ave.. Dearborn, Mich.; and 1500 S. 


26th St... Richmond. Cal. 
a * * 


tions. 


ENTERTAINMENT: Giant of the 
Vorth, produced for P. Lorillard 
and Company by Alan Shilin Pro- 
ductions. (See Business ScrEEN, 
Volume 13, Number 2.) Available 
from the producer, 450 W. 56th St.. 
New York 19. 
* ” x” 

SLIDEFILM: Getting It Done, spon- 
sored by General Mills. Apply to 
the General Mills Film Library, 400 
Second Ave., Minneapolis, Minn. 


Fourth of °53 Festivals 
The Kentucky event was the 
fourth civic event of its kind this 
Previous festivals in Boston. 
Stam- 


ford, Conn. have encouraged con- 


vear. 
Cleveland (a pioneer) and 
siderable regional interest in spon- 
sored films for community use as 
well as contributing to production 
standards . Ly 


Scene in “The Impulse Payoff” 
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Men at work! 


Stop... creative men at work! 
Here is pre-production planning where progressive 
thought is transformed into a blue-print for successful 
film making. 
At Louis W. Kellman Productions, you will find these 
partners in perfection ready to help you produce a 


motion picture of distinction . . . regardless of your budget. 


Let us put our 30 years” experience to work for you 
~.- now! 


ida € llwaw 


Pa eee eS OS ON 8S 


A DIVISION OF NEWS REEL LABORATORY 


1720-31 SANSOM STREET + PHILADELPHIA 3, PENNA. 


RITTENHOUSE 6-US02 


JUDGE A PRODUCER BY THE COMPANIES HE KEEPS 





Warner Award to Dr. Wetzel for 
Sound Engineering Contributions 
* Two advances in magnetic record- 
ing processes which are expected to 
have widespread significance for the 
theatrical motion picture industry 
have been revealed by Dr. WiLrrep 
W. Werze . technical director of the 
Magnetic Recording Division of 
Minnesota Mininc anp MAnurac- 
TURING COMPANY. 

Dr. Wetzel was in New York to 
receive the Samuel L. Warner Me- 
morial Award for the most outstand- 
ing work in the field of motion pic- 
ture sound engineering from the 
Society of Motion Picture and Tele- 
vision Engineers at their convention 
October Sth through 9th at the Hotel 
Statler. 

The award was presented to Dr. 
Wetzel in recognition of his note- 
worthy contributions to the develop- 
ment of excellent magnetic tapes and 
films. Magnetic recording is playing 
a major role in the motion picture 
industry and is considered the first 
major advance in sound since talk- 
ing pictures began a quarter of a 
century ago. 

The two new advances revealed 
by Dr. Wetzel are a new process for 
applying multiple magnetic sound 
tracks to 35mm film and a new long- 
life play-back head soon to be 
available — for magnetic sound re- 
production in motion picture thea- 
ters. Both developments are expected 
to be of particular advantage in the 
widespread use of stereophonic 


it 4 
sound. Ld 


Broadcast Information Bureau 
Issues Directory of Free TV Films 

* The Broadcast Information Bu- 
reau has issued its second DireEc- 
TORY OF FREE TELEVISION FILMS. 
The 315-page book lists some 1700 
titles of sponsored films which are 
available on loan to television sta- 
tions. One section of the book lists 
all television markets by location 
and size, titles of all films available, 
alphabetically. The main part of the 
Directory lists films by subject mat- 
ter and running time, categorizing 
each film as to sponsorship, color or 
b/w, year produced, leasing fee if 
any, clearance, shipping charges if 
any. market restrictions, restrictions 
on local sponsorship, requirements 
on broadcasting full credits with 
film, producer’s credits and distribu- 
tors name and address. A _ third 
section lists the names and addresses 
of all sources of free films, giving 
the company name, telephone num- 
ber, and name of manager of film 
distribution. 

The Directory is an impressive 
compilation that should find much 
use in the industrial film field out- 
side of the TV stations for which it 
is principally intended. The price is 
$15 from the Broadcast Information 
Bureau, 535 Fifth Avenue, N.Y. 


16mm Version of ‘Louisiana Story” 
* The long-awaited l6mm release 
of Ropert FLAneERTY’s Louisiana 
Story has been acquired by Con- 
TEMPORARY Fitms, 13 E. 37th St., 
New York City. The feature length 
film will be rented at $50. Rr 


A Speciacty Conpuctep Detroit Factuities Tour by Jamison Handy, 
president of The Jam Handy Organization, recently familiarized four visit- 
ing Naval Research officers with the facilities of the motion picture company. 
Left to right, below, are: Rear Admiral Calvin M. Bolster, USN, Chief of 
Naval Research; Mr. Handy; Captain Dundas P. Tucker, USN, C.O. 
Chicago, Branch officer, O.N.R.; Lt. Commander Elbert S. Churchill, USNR, 
Director Research Reserve Program, O.N.R., Washington; and Robert M. 
Van House, LCDR, USNR, C.O. Detroit Naval Research Reserve Unit. 
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Yes, anyone can distribute sponsored films! All you need is a small 
office, some paper and basic supplies, the simplest kind of rewind 
and splicer (some programs have been known to operate without 
the splicer). 


But suppose you want your distribution to be the best in every 
way—to match the quality of your products and the reputation of 
your company. 


Suppose your distribution objectives included such important 
things as reaching only the audiences that benefit you most; keep- 
ing your prints always in tip-top condition; making the most of the 
available print supply; obtaining complete and accurate manage- 
ment reports; and, doing the most effective, most efficient job of 
sponsored film distribution that could be done. 


In that case we think you would want your distribution to be 
the same as Modern distribution—and so you would need: 


Audience Knowledge ® You would want to know where the 
thousands of audiences for 16mm films are located, who is in charge 
of film programming, what the interests of those audiences are. 
You would have to do constant research to locate the thousands of 
new audiences that are added each year. 


Addressing Facilities © Once collected, your audience know- 
ledge would have to be recorded on addressograph or similar plates 
so that you would have the facility for using this information. And 
you would have to have the capacity to expand this file by 15 or 20 
thousand audiences each year to keep up with the growing market 
for your films. 


Promotion Knowledge © You would have to know the best 
times of the year to promote the use of your films and how to 
design and write your promotion to appeal to the people you want 
to have see your film. If you were big enough (as Modern is) you 
could have a full time staff working on advertising and promotion 
alone. 


Audience Confidence ® This is a tougher thing—an intang- 
ible—that you might have to build up over many years. It results 
when your audiences have actually learned by experience that 
you are a reliable and convenient supplier of sponsored films. In 
many school systems, to gain this, you might have to make personal 
visits to supervisors and administrators and you will always have 
to work cooperatively with all educators and all audiences. 


Film Exchanges ® For audience convenience and to make the 
most efficient use of your print inventory, you would need a de- 


MODERN 
TALKING 


PICTURE 
SERVICE 
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Anyone Can Distribute 
Sponsored Films! 


NEW YORK: 45 Rockefeller Plaza . 
PHILADELPHIA: 243 South Broad Street e Kingsley 5-2500 
CHICAGO: 140 East Ontario Street ¢ 
LOS ANGELES: 612 South Flower Street ¢ MAdison 9-2121 


centralized network of film exchanges. These exchanges would have 
to be strategically located in major cities and should be placed at 
addresses in those cities that are easily accessible. A good store-front 
premise would be a definite plus value for you. We have found that 
28 such exchanges constitute the most efficient network. 


Personnel © To staff your 28 exchanges you would need cap- 
able people specially trained in the problems of sponsored film 
distribution. These people would truly have to be specialists because 
you would learn that the job of distribution of sponsored films 
cannot be mixed successfully with the jobs of distributing rental 
films or equipment or any other job. 


Equipment ® To give your people the right tools to work with, 
you'd need the best of office equipment and you would find (as 
we have) that special items like electric typewriters would increase 
their efficiency. Your films, if they are to be kept in the best 
possible condition, demand professional film room equipment which, 
of course, would include electronic film inspection machines. This 
equipment would be a good investment because you would protect 
the money you have spent for prints. 


Management Reports © If you want to keep management fully 
informed about the results of your distribution effort, you would 
want the facility that is only provided by IBM key punch and 
tabulating machines. They will enable you to prepare regular re- 
ports of results by state, type of audience, marketing areas, and 
other vital information. 


Administration © To manage effectively all of these activities 
and plan for future growth and development you would require 
capable administrators who have had many years of experience in 
sponsored film distribution and who can devote every minute of 
their time to your objectives. 


This isn’t all but it will give you some idea of what is involved 
in this business of distribution of sponsored films IF you expect your 
distribution to be the best in every way. You can readily see that 
this is a full-time job for a lot of people. 


The point is this Modern has this know-how, these 
facilities, and capable personnel NOW. And Modern has the ex- 
perience—23 years of it—devoted exclusively to the distribution 
objectives of 150 major sponsors of public relations films. 


Why be satisfied with less than the best, when the best costs 
no more .. . and often costs less! Phone or write any of the offices 


listed below. 


JUdson 6-3830 


DElaware 7-3252 


27 


(ee, dr dank 


Come, drop in and discover something 
brand new, something to relieve 

your production worries 
OPTICALS IN 35MM E.K. NEGATIVE 
POSITIVE COLOR. Yes, all optical 
effects, dissolves, wipes, fades, 
superimposed color titles, and matte shots, 
or your own special 


brand of transition. 


This of course, plus 

16mm and 35mm opticals, 

in black and white 

or color and a most complete 
animation, art and title 
department. So, drop 

in and talk it over, 


anytime. 


clneftects inc. 


115 W. 45 ST., NEW YORK, N. Y. 


Send for our brochure showing 


bow Cineffects multi-faceted services can help your production. 


| Du Pont Film Pays Tribute 

| to Work of Science Teacher 

| & Produced for first presentation 
on Du Pont’s “Cavaleade of Amer- 
{Ind to Fame 
Unknown, new documentary tribute 


jica” TV program is 
|to the high school science teacher 
scheduled for later release in 16mm 
for free loan. 


% ¥ ca 


WITV Appoints Film Director 
® TeLevision Station WITYV, in 
Fort Lauderdale, Florida, has an- 
nounced the appointment of STAN- 
LEY Hess as film director in charge 
of all film buying, screening, and 
projection for the station. 
Mr. Hess’ duties will include set 
ting up complete production facili 
ties for television films. The station 
| will not only produce local material 
and commercial strips, but will cre 
ate films for national syndication. 
Hess began his career in film 
work at the age of 10 months as 
a child actor in Hollywood undet 
the tutelage of David Griffith. He 
was also in Hal Roach comedies. 
He was formerly program direc- 
| tor for station WICU in Erie, Penn- 
sylvania, and for the past four years 
| has been guiding many popular 
| Pittsburgh television programs. 
Hess’ appointment was made in 
preparation for WITV’s first telecast, 
| scheduled for late November. The 
station will be the second to serve 
| the Greater Miami area and is as- 
signed channel 17. 


PURCHASER OF THE Two 


MILLIONTH 


Film Shipping Stamp Offer 

* An important detail in the prep- 
aration of film and other visual ma- 
terial shipments, if the new postal 
savings are to be realized, is a regu- 
lation requiring the shipment to be 
with two new indicia 
stamps. FilmKare Products Com- 
pany, 146 West 43rd st., New York 
36, N. Y., are offering these rubber 
stamps, with a free copy of the pos- 


stamped 


tal regulations sections pertaining 
for $2.00, plus postage. 
* * * 


Am. Hospital Association Nods 
to Closed Circuit Television 
® When the visiting doctors leaned 
back in their balcony easy chairs 
and enjoyed an operating surgeon’s- 
eye view of the proceedings on Polk 
Hall stage during the recent Na- 
tional Convention of the American 
Hospital Association, closed circuit 
television had won a new audience. 
This year’s convention was the 
first time the Association had elected 
to use the cathode tube seeing-aid 
and its introduction was to have 
been minimal. “The closed circuit 
was planned originally for only two 
of the main sessions, but the innova- 
tion proved so successful that it was 
extended to provide viewing of all 
said Don Court- 
leigh, president of Western Empire 
Distributors. Ine.. Tele- 
vision distributors in San Francisco. 


the main events, 
Sylvania 
Big-screen receivers installed in 


the balconies by the firm afforded 
distant viewers a close-up. 


SHARE issued by the Television 


Electronics Fund was William Miesegaes (left above), president of Trans- 
film, Incorporated, New York. In receiving the stock from George Wash- 
| burn, investment banker (right) and Carel van Heukelom, representing the 
Fund (center), Mr. Miesegaes stressed the importance of electronics and 
urged greater participation by film and tv. industries in electronic develop- 


| ment which it finances. 
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For COMPLETE 
FILM PROCESSING 


ROUND 
THE 
CLOCK 
SER VICE 


e Negative Developing 
@ First Print Department 


@ Ultra Violet & Flash 
Patch Track Printing 


wn,FOR COLOR 
Hmm Shy, it's 
ty Pig 


© 16mm & 35mm Release 
Printing 


@ Quality Control 
@ Title Department 


© 22 Cutting Rooms 


FEATURING 
35mm THREE CHANNEL 
INTERLOCK PROJECTION 


MOVIELAB FILM LABORATORIES, INC. 
619 West 54th Street, New York 19, N.Y. JUdson 6-0360 
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SIGHT AND SOUND 


Fourth Art Directors’ Award 
to Sarra for TV Commercials 


Sarra, Inc., film producers, has 
fourth 
award of the year for excellence 
in TV 

The award was announced at the 
1953 Annual Dinner of the Art 
Director’s Club of Chicago, held 
in the Red Lacquer Room of the 
Palmer House, November 11, 1953. 


Presentation of the 


received its advertising 


film commercials. 


award was 
made in connection with the club’s 
2Ist Annual Exhibition of Adver- 
tising and Editorial Art for work 
produced between September 15, 
1952 and September 15, 1953. 

Medal Award 
for a 60-second film commercial 
produced for the Pet Milk Com- 
pany, St. 


Sa ra receiv ed a 


Missouri. It was 

produced through the Gardner Ad- 

vertising Co. 
The film 


motion—was 


Louis, 


done entirely in stop 
top winner in the 
Special Effects division of television 
commercials. It opens with a chair 
“pulling itself” up to a table—then 
a cup fills “magically” with coffee, 
topped by the sponsor’s product, 
Pet Milk. Throughout the unique 
filling and drinking scenes, no hu- 
man actors appear. The audience 
can “put itself” each 
because of the unusual stop motion 


into scene, 
technique employed. 

The three other advertising 
awards received by Sarra, Inc. were 
presented earlier this year by the 
Chicago Federated Advertising 
Club. Their presentation marked 
the fourth straight year that Sarra- 
produced commercials had been 
singled out for top CFAC honors. 

Top CFAC honors were also won 
by Sarra, Inc. in 1952, 1951, and 
1950 for TV film commercials. 

* * * 


Kellman Addresses Philadelphia 
Society of Motion Picture Arts 
* Guest speaker at Philadelphia's 
Society oF Motion Picture Arts’ 
fall meeting was Louis W. KeELt- 
MAN, president and executive pro- 
ducer of that city’s Lours W. Kett- 
MAN PRODUCTIONS, a 
News Reel Laboratory. 
Stressing the importance of pro- 
gressive pre-production planning be- 
fore undertaking a motion picture, 
Kellman drew on his own experi- 
ence of 30 years, and went on to 
state, “Although budget is a prime 
factor toward the dimension of a 
production, conviction and true val- 
ue can be incorporated into a truly 
worthwhile production, regardless of 
a client’s budget. That is, if the 


division of 


producer has a thorough under- 
standing beforehand of exactly what 
the film should accomplish. This. 
plus the creative and technical re- 
sources to transfer this thought and 
knowledge into film reality.” 


* * * 


Future Farmers’ 25th Anniversary 
Film to Owen Murphy Productions 


® Owen Murpuy Propuctions, of 
New York, has been engaged by the 
FirEsTONE Tire AND Ruspper Com- 
PANY to produce a film featuring the 
25th Anniversary of the Future 
Farmers of America. 

The FFA held their 25th An- 
nual Convention in Kansas City dur- 
ing the week of October 11th. Spec- 
tacular pageants and 
marked the week-long sessions cli- 
maxed by the address of President 
Eisenhower on the evening of Octo- 
ber 15th. 

The Firestone Company is plan- 
ning an extensive distribution of the 
film which will be made available to 
agricultural schools and farm affili- 


ates throughout the country. 
* * * 


ceremonies 


Ansco Shopping for Ad Photos: 
Wants Black-White and Color 


* Free-lancers and pro-minded ama- 
teurs are advised of an alert from 
Ansco. The film manufacturer is in- 
terested in buying black-and-white 
photographs and transpar- 
encies for advertising use. Prices 
paid for possession and exclusive 
advertising rights to negatives or 
transparencies will vary, depending 
on their value to Ansco. Model re- 
leases must be available for all 
identifiable people. 


color 


Ansco’s advertising department 
likes pictures of people, particularly 
young people. Whether the subject 
is posed or unposed, photographers 
are cautioned to convey a candid 
quality of such studies as children 
with animals, parent with baby, teen- 
age capers, sport movement. Look 
for human interest, action, poster 
value. Tell a story. 

Wanted for reproduction, images 
should be as large as possible in the 
picture area. Negative size for 
black-and-white should be 214 by 
214, inches or larger. Color trans- 
parencies should be no smaller than 
21, by 214 inches. All pictures must 
be made on Ansco film. In case of 
black-and-white, unmounted prints 
not larger than 8 inches by 10 inches 
are adequate for preliminary view- 
ing. Color work must be submitted 
in original transparency form, not 
color prints. Send the pictures to: 
Advertising Department, Ansco, 
Binghamton, N. Y. 
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Your" HARD” film problems in public or employee relations, advertising, 





sales promotion, and education can be solved by our organization, We 





maintain a permanent staff of outstanding professional writers, directors, 





artists, and technicians to produce top quality animation and live action 





pictures at competitive prices for many of America’s leading industries, 


Heh Vterlared Prod Pe se Iie. 





NEW YORK -60 E. FORTY - SECOND ST. CHICAGO -919 N. MICHIGAN AVE. LOS ANGELES -201 N. OCCIDENTAL BLVD. 
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“1600 Lumens 


on your screen gives your 
pictures the clearness and 
sharpness you want. A 5§7- 
minute show with one pair 
of carbons at 30 amperes. 
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THE NEW 
victor 1600 arc 


} distortion. 


16 MM SOUND PROJECTOR 


1) RECTIFIER — This is the power house for the 
complete unit. Convenient, illuminated, top-mounted controls 
include: line voltmeter with voltage selector for maximum 
operating efficiency at prevailing voltage; overload protection 
circuit-breaker switch; 8 position output tap to supply proper 
current to lamp. Swing-out legs with floor levelers provide a 
firm base yet assure quick set-up on uneven floors. 


2 BASS-REFLEX SPEAKER —BRi2, 12” speaker 
with Alnico V magnet encased in beautiful Sage-Green non- 
scuff vinyl cabinet. Also serves as carrying case for: 
AMPLIFIER — 25 watts output with less than 2% harmonic 
Grouped top-mounted controls include: Amplifier 
“on-off” switch; separate exciter lamp “on-off” switch; indi- 
vidual tone and volume controls; phono input; mic input with 
volume control. 

PROJECTOR UNIT — Retains all the Victor film safety fea- 
tures; safety film trips, swing-out lens, stationary sound drum, 
undercut film channel. New features include: cool aperture — 
cool as an incandescent projector's, flat-field projection lens; 
dual operation provision with electrical changeover. 
ACCESSORIES — 1600 foot reel, 100 ft. speaker cord, power 
cord, 25 pairs carbons, keyed plugs on rectifier, amplifier, 
lamphouse cords . . . insurance against improper connections. 


3 LAM PHOUSE — One set of carbons operating at 30 
amps provides a full 57-minute show. Safety mercury switch 
affords automatic cut-off when lamphouse door is opened. Mo- 
tor driven carbons assure constant illumination on the screen. 


Complete unit packs comfortably in the back seat of an auto- 
mobile for transportation. You can take it with you. Combined 
weight of these three easy to carry units is only 207 pounds. 


FREE 16-PAGE FOLDER — Ask your 
local Victor distributor or write today. 


ANIMATOGRAPH CORFO 


DEPT. 


BS-10 DAVENPORT, Yows 


Branch Offices in New ark ond Chicago | \ \ 
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THE BUSINESS EXECUTIVE’S GUIDE 


* U.S. and Canadian business, 


turns to the pages of Business ScREEN Macazine, 
for accurate and informative data on all modern 


forms of audio and visual communication. 


More 


TO AUDIO 


large and small, 


AND VISUAL PRESENTATIONS 


pages of features, news, equipment data and case 
histories in every issue . . . more advertising of 
products and service. That’s why the buyers look 
to Business ScrEEN as their preferred market place. 
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Stanley Neal, Founder of Film 
Firm, Dies Suddenly in Chicago 
® Srancey Neat, founder of STan- 
Ley Neat Propuctions, INc., died 
suddenly in Chicago’s Blackstone 
Hotel in mid-October. Production 
programs and overall company pol- 
icy will continue in the pattern he 
established, according to Donato J. 
Lane, who succeeds Mr. Neal as 
president of the national commercial 
Films 
in current preparation will go into 
production on schedule, he said. 
Charles W. Cromer, Mr. Neal’s 
| assistant for the past five years, has 
elected 
The sales, creative and pro- 
staffs unchanged. 
The company, which produces mo- 
tion pictures for public 


film producing organization. 





been executive vice-presi- 
dent. 
duction remain 
relations, 
commercial and television purposes, 
will continue to maintain headquar- 
ters at 45 Rockefeller Plaza. New 
York, as well as sales and produc- 


tion offices in Chicago and Hollv- 


wood. 
* * * 


| Robert Flaherty Foundation 

to Promote International Films 

® Tue Ropert FLAHERTY Founpa- 

TION. INC. was established — last 
| month to distribute motion pictures 

that will increase international un- 
The Foundation will 
| make its headquarters in the Mu- 
seum of Modern Art, 21 West 53rd 
St.. New York, and will be headed 
by Mrs. Flaherty, widow of the noted 
documentarian who died in 1951. 
Mrs. Flaherty in the 
new organization are Richard Grif- 
fith, director of the Museum of Mod- 
ern Art Film Library; David Fla- 
herty, who will be secretary of the 
Foundation; Jean Benoit-Levy, chief 
of the United Nations film board: 
and others. The Foundation 
undertake to help finance 
ing” films with 
grounds. 


| derstanding. 


Assisting 


will 
“promis- 


back- 


regional 
e * * 


Jersey City Showroom Features 
Model Chevrolet Dealer Theatre 
* A Jersey City automobile dealer, 
the A. C. Chevrolet Company, which 
is opening a new building in Decem- 
ber. will 
equipped 





feature a completely 
picture theatre 
with a seating capacity of 40. 
According to Lawrence Ambro- 
sino, president of A. C., this unusual 
facility will be made available to 
customers and friends of the firm at 
any time for special showings of 
Chevrolet, General Motors or other 
films. A. C. expects to have GM 
films on hand at all times for show- 
ing to interested customers and will 
probably use the theatre for sales 
and maintenance training programs 
for its own employees. m 
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GROWTH OF THE INDIVIDUAL IS OUR YARDSTICK 


FOR EFFECTIVE COMMUNICATION 


developing employee job attitude 


developing progressive supervision 





developing sound sales philosophy 


We have been applying this yardstick to motion picture 
and related media programs we produce 


for our accounts. 
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TWIN POW Tins film of the features of the 
sa 


tractor. 


“WAR ON WEAR” 30 mins. 
An instructional film for farmers on the importance 
of lubrication and maintenance of farm machinery. 
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“pROGRESS IN PRODUCTS” 22 mins 
The facts about Modern Margarine s food value, 
gredients, manufacture and many uses 
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OLOR TELEVISION is not very far around 
that proverbial corner! The compatible all- 
electronic system, having proven its case to 

the National Television System Committee and to 
the industry itself, awaits only the anticipated 
early o.k. of the FCC before it breaks “wide 
open.” Like Aladdin’s wonderful Genie. the 
prospect of color is viewed by advertisers and 
producers with eager anticipation of film produc- 
tion opportunities beyond description; the re- 
actions of the receiver makers with a current two 
million set inventory of black and white equip- 
ment are somewhat less favorable. 

The Genie is as unpredictable as Aladdin’s 
original friend. There were early rumblings from 
the network’s color “experts” that present-day 
color prints were obsolete for the new dot-pattern 
projection; but color slides and color motion pie- 
tures are being projected in current tests and 
color film projection was listed on the bill of 
equipment particulars offered by RCA. Color 
tests were being made for anticipated color com- 
mercials and at least one firm of industrial de- 
signers is telling sponsors how to improve their 
packages for color t.v. 


Tube Research May Lower Cost 

When will it all begin? FCC approval must 
be followed by the appearance of color receivers 
from one or more of the 13 manufacturers whose 
models were used in a recent New York demon- 
stration for members of the FCC. The anticipated 
11” color sets were supposed to sell for $1,000, 
mostly because of the very expensive tube. But 
rumors are around that the CBS Colortron tube 
can be produced for only 50c more than a black 
and white tube now costs. The other “unknown 
quantity” is the Lawrence tube with its very in- 
expensive components. 

Best bet of all was the eager U. S. consumer 
who has always shown his willingness to part with 
an extra dollar when it put him ahead of the 
Joneses and meant as much to his family’s en- 
tertainment. Easing installment terms for early 
19514 made the viewer's investment look pretty 
cheap for the kind of remarkable quality NBC 
has demonstrated in its colorcast of Carmen and 
in the recent closed-circuit, coast-to-coast which 
brought New York’s color show to the eyes and 
ears of Hollywood movie magnates. Dragnet was 
already shooting its films in color so Friday's 
corpse-clues can be shown in their true-green 
shade. 


Slash Prices on Black-White Sets 

Tip-off on what big business thinks of color’s 
chances came on November 10 when Westing- 
house cut prices from $80 to $200 on six of its 
current t.v. models to help its dealers and distribu- 
tors over “this dificult year-end selling period.” 
Magnavox was meanwhile full-paging its pros- 
pects with this headline “Are You Waiting for 
Color Television?” Text of the “don’t wait” plea 
was that color TV sets cannot be expected until 
the end of 1954, would have small screens (11’") 
and a $1,000 price tag. But in Oklahoma City, 
station WKY-TV advertised that it would be first 
U.S. station, outside the networks, to carry color. 

What all this was doing to black and white set 
sales was truly nobody's business but the down- 
cast dealers and distributors affected. This de- 
spite the fact that coloreasts will be fully com- 
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Color Television Ahead! 


SKILL AND EXPERIENCE OF BUSINESS FILM PRODUCERS IN READINESS 


patible — and their monochrome  dot-pattern 
images look very good on present black and white 
receivers. In the good old American tradition of 
competitive enterprise, a far better prediction 
might be that color receivers will be marketed in 
early 1951 and that prices could spiral downward 
just as fast as competition makes them go. 


Good Color Needed to Sell Products 

All this was merely prologue to the real per- 
formance: the certain benefits and interest of 
color to the advertiser; the value of present color 
film inventories now held by wise sponsors; the 
excellence of today’s color processes (as they near 
more uniform control through lab experience) ; 
and the tremendous reservoir of experience and 
facilities which business film producers possess for 
the color era they are destined to serve. 

Color will serve the television industry well in 
at least one other important way: it should shelve 
the hapless semi-professionals who have set up 
shop as “producers” of television commercials. 
It takes a lot of good equipment, plenty of light, 
color know-how and film sense to meet the full 
requirements of color film production. Anything 
that raises the price of telecasting itself (as color 


will surely do) makes it advisable for the adver- 
tiser to put on a truly professional show. 

The case for color television is continued, of 
necessity, as the FCC ponders its approval. But 
there is no practical reason for further delay, 
technically and economically, while advertisers 
and producers evaluate their color television fu 
ture in terms of color for a tomorrow that may 
be already dawning. 

That future does not spell the doom of mono 
chrome. There is litthe need for color in many 
kinds of films; black and white may well be a 
real relief when the myriads of coloreasts pour 
from networks and local stations. 


More Editorial Color Here in °54 

But this magazine recognizes an imminent 
probability. Color must enter our pages in edi- 
torial and advertising content as never before and 
we are preparing jor it, despite the economic 
problems involved. We have long believed in that 
need——for an industry which delivers the finest 
color now seen on the nation’s sereens— including 
the entertainment film industry's best efforts, 

Color in 16mm nontheatrical showings also ful- 
(CONTINUED ON THE FOLLOWING PAGE) 


THOUSANDS OF CHICAGO PLANT AND Orrice Groups have seen the current Community Fund motion 


picture “These Are Our Neighbors” which features the typical family group pictured below in a 


scene from this 14-minute Wilding Picture produc tion. This stirring documentary film, u hich shows 
Community Fund dollars at work, was directed by Kirby Grant. 
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EDITORIAL VIEWS AND PREVIEWS: 


(CONTINUED FROM PRECEDING PAGE) 


fills its own costs and values, in whatever dimen 
sion it is shown. The pre-eminence of such cur 
rent films as Man With a Thousand Hands, Amer 
ican Ilarvest. Out of the North, Decision foi 
Chemistry, The New Paul Bunyan, and similar 
films will not be denied. Soon these and other 
color films will command a new and larger audi 
ence via colorcasting! Even the first phase of 


experimental showings will reach millions in 
showrooms, lobbies, restaurants and other places 
where color sets may soon be in use—-maybe much 
sooner than anyone will now predict bd 


® 


Vinneapolis Star & Tribune Color Film 
Tells Upper Midwest's Market Story 
*% The 224-county market area which the Minne 
apolis Star and Tribune calls the Upper Midwest 
is the center of some vital developments, includ 
ing the oil discoveries in North Dakota’s Wil- 
liston Basin (see page 39), taconite processing 
along the Lake Superior shore. the vast lignite 
fields in the Dakotas and the mammoth 15-billion 
dollar Missouri Basin project. 

To bring this story of the market and of the 


Cowles-paper’s preeminence in it, a 26-minute 


color motion picture New Wealth in the Land 
of Hiawatha is being shown to invited groups of 
businessmen. Cedric Adams. columnist and news 
caster, is the narrator who takes the viewer on a 
pictorial tour through some of the sprawling 
240,000 square mile area. 

Following these sper ial metropolitan show- 
ings, booking arrangements will be made for 
free loan of prints to service clubs, schools and 
civie groups in the area by Otto A. Silha, pro- 
motion director, Minneapolis Star and Tribune, 
Minneapolis 15. Vy 

. . . 

National Audio-Visual Convention Moves 
to Chicago's Hotel Hilton in August °54 

% Final dates for the 1954 National Audio-Visual 
Convention and Trade Show are being set for the 
first week in August. The big show moves to the 
world’s biggest hotel, Chicago's Conrad Hilton 
Hotel where it will fill the Convention Hall and 
Mem 


bers of the Association’s Advisory Committee held 


exhibit areas beginning about August Ist 


frequent meetings to avoid conflict with the im 
pending state American Legion convention and 
to find the best possible air-conditioned facilities 
for the combined meetings of audio-visual equip 
ment dealers, distributors and school and indus 
trial film users. Expected dates for the 1954 con- 


vention will cover the period August 1-4 at the 


Hilton. eg 
_ * — 

National Society of Sales Training Execs 

to See Audio-Visual Demonstration Program 
*% The annual meeting of the National Society 
of Sales Training Executives, scheduled for Chi 
cago’s Edgewater Beach Hotel on December 1, 2 
and 3 will feature a special Audio-Visual Demon 
stration program arranged for Tuesday evening 
December ] 

In addition to motion picture projection ideas, 
the sales training executives will see a demonstra 
tion of Pan-Screen, Vu-Graph and other visual 
techniques. Arrangements for the special event 
were made by ©. H. Coelln, Bustness Screen 
publisher, at the special request of the NSSTI 


Better Understanding of American Business 


U.S. CHAMBER OF COMMERCE PROMOTES FILM USE BY LOCAL GROUPS 


16 CHampBer or Commerce of the United 
States is continuing to stress the use of 
16 mm motion pictures to help develop a 
better understanding of the operation of busi- 
ness and the American competitive enterprise 
system. The National Chamber points out that 
there are films 
that do a good job of explaining how our eco- 


many excellent films available 
nomic system operates. 

To promote the use of good films, the Na- 
tional Chamber is screening and recommend. 
ing for local use films that cover various phases 
of our economic system. Subject areas of these 
films include finance, distribution. communica- 
lions, insurance, transportation. labor-manage- 
ment relations, research, manufacturing. educa- 
tion and agriculture. These films are recom- 
mended in a new film discussion meeting serv- 
ice which is being offered by the National Cham- 
ber and is entitled “Films to Explain American 
Business.” 

This program is designed to provide a con- 
tinuing information service on exceptionally 
good films to industries, business firms, and 
civic, community, and business organizations. 
The National Chamber will furnish this infor- 
mation on a subscription basis ($2.50 each) 
to local chambers of commerce. and they. in 
turn, will service interested groups in their area. 

Each subscription includes: 

1) A film-discussion handbook for organiza- 
tion leaders that gives detailed information on 
how to use films to explain the American busi- 
ness system. The handbook points out the value 
of using films as discussion starters, how to 
select the right film for the audience, and how 
to order films. It also contains a discussion 
leader's check-list of things to do at a film 


discussion meeting. Other sections of the hand- 


book cover the potential audience, suggested pro- 
grams. and how to select the discussion leader. 

2) A “starter set” of ten Discussion Leader's 
Cuides—one for each of the first ten films se- 
lected. Each guide contains the folowing: 

film facets 

key economic points emphasized 

suggested discussion questions 

Capsule description of content 

purpose of film 

name of producer 

where to buy or borrow prints 

information on TV clearance 

intended audience 

suggested study materials 

3) Additional Discussion Leader’s Guides— 
along with a periodically revised index to the 
Guides. These will be produced during the com- 
ing year and mailed to subscribers to this 
Leader's Guides will be provided for 
new films that are of high quality, easily adapt- 
able to film discussion meetings and are readily 
available for local use. 


service. 


1) Three-ring loose-leaf notebook with index 
tabs—a convenient binder for the above ma- 
terials, 

Supplementing the film discussion meeting 
service will be a catalog listing approximately 
70 films which can be used to explain the 
American business system. This catalog will 
be published in early 1954 and will contain in- 
formation on those films which have been a) 
screened by the National Chamber and b) rec- 
ommended for local use. 

Additional information concerning this pro- 
gram can be obtained by writing to: Educa- 
tion Department, Chamber of Commerce of the 
United States, Washington, D. C. La 





Discussion Leader’s Guides Were Prepared for These Films 


BacKFIRE: 15-minute film of the American 
Economic Foundation (Princeton). 


Bic Ipea: 30-minute Swift & Co. picture 
(Wilding Pictures) .* 


FREEDOM AND Power: 29-minute G-E. color 
film (Raphael G. Wolff) free loan. 


Goins PLaces: 10-minute Harding College 
color film (John Sutherland). 


22-minute color film of 20th 
Century Fund and Encyclopaedia Britan- 


INFLATION: 


nica Films. 


LEGEND oF Dan & Gus: 26-minute Columbia 
Gas System color film (Wilding) .* 


THe Macic Key: 20-minute U. S. Chamber 
of Commerce color film (R. G. Wolff). 


Opportunity, U.S.A.: 25-minute Investment 
Bankers Assn. film (Wilding) .* 


Propuctivity, Key To PLENTY: 20-minute 
film of 20th Century Fund & EB Films. 


Wat Makes Us Tick: 12-minute New York 
Stock Exchange color film (Sutherland) .* 


* distributed nationally on {ree loan from Vodern Talking Picture Service, other films on 


free loan or rental basis from sources noted above. 


al you 
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HE U.S. Oi Industry has set 
a notable example for a large 
part of American business in 

the thorough, complete and _inter- 

esting way it has explained the 
complex facts of its operations and 
shared history and future 
aspirations with the public and its 
employees. The enlightened public 
relations of the oil business and of 
its major 


its past 


organization. the 
Petroleum 


trade 
Institute, are 
best exemplified in the many and 
varied 


American 


visual education programs 


they have made possible. 

During this recent period of Oil 
Progress Week, which the industry 
now annually observes, the Editors 
of Business ScREEN 
other in our broad series of industry 


initiated an- 


audio-visual utilization surveys to 
review the motion pictures, slide- 
films and other visual aids created 
and distributed by the oil compa- 
The 


returns and cooperation have gone 


nies and their organizations. 


beyond the numerous pages origi- 
nally assigned for this single issue 
and will now be concluded in sub- 


sequent issues. 


Part I of Oil Survey 


In this first introductory report 
to business. an overview of the film 
program and most recent release of 
the American Institute 
intro- 
duced. We pay a too-brief tribute 
to the useful 
pioneer photographic library of the 
Standard Oil New 
Jersey (see illustration above). This 


Petroleum 
(American Frontier) are 


tremendously and 


Company of 


widely-used still picture service is 
emulated by the Cities Service Oil 
Company. 

Because the Shell Film Library 
has brought together the finest docu- 
mentary efforts of overseas sources 
and some of the best technical-in- 
formational films yet made in the 
U.S.. we review both the films and 
the development of Shell’s visual 
four consecutive 


services mn pages. 


Brief, but meaningful reports on the 


“AnD THEN THere Were Four” 
carried the familiar symbol of the 
Flying Red Horse as it won national 
honors for traffic safety education 
(see article). 


within recent 


years 
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Oil and the Screen 


BUSINESS SCREEN SURVEYS THE FILM PROGRAMS OF OIL COMPANIES 
NOTABLE EXAMPLES OF THE BEST IN INDUSTRY PUBLIC RELATIONS 


film programs of the Atlantic Re- 
fining Company, Phillips Petroleum 
Company. Mid-Continent Petroleum 
Corporation and the latest innova- 
Cities 


conclude 


Service 
this first 


tion devised for 
( wide-screen ) 
series of pages. 

As feature articles summarize the 
broader phases of oil company film 
programs, a detailed factual survey 
of personnel, facilities, numbers of 
films and prints in use, methods of 
distribution, ete. also under- 
taken by the Editors. These facts 
will be reported in general totals as 
but first 
soundings are worth noting. 

First of all, 
ognition of the value and special 
uses of the 


was 


the report is concluded 


there is broad rec- 


various audio-visual 
tools. Many companies use all the 


principal tools for their specific 


kinds of purposes: motion pictures, 


sound and silent slidefilms: slides, 


opaque projection, overhead pro- 
jection, tape recording, models and 
mockups all have their place. 
These companies own consider- 
able pools of projection equipment 


at headquarters and in branch of- 


1953 


Three of the first 
seven to reply maintained their own 
film departments. They had 
large numbers of titles in circula- 
108, 35, 


amples of these figures. They were 


fice installations. 
also 
tion: 64, and 70 were ex- 
matched by print figures that read: 


200, 602. 400, 5.500, 
prints in circulation. 


170 current 


Most oil company films were pro- 
duced by commercial sources among 
the nation’s leading business film 
producers, many of them in color. 
Several of the companies had films 
commercial dis- 


like Shell, 


and Humble, maintained their own 


in distribution by 


tributors: others, ksso 


distribution facilities. 


which films are employed is 


Relations Main Theme 


most general purpose for 
“pub 
lic relations” but employee train- 
ing, dealer training and safety edu- 


cation were close in the standings. 

One interesting phenomenon of 
the oil industry is the distribution 
of general interest and sports films, 


purchased as ready-made subjects 


and distributed as a public service 
function to public groups. 


These Pictures Made History 
The sponsorship of Robert Flah- 


Louisi- 
ana Story by the Standard Oil Com- 


erty’s famed documentary 
pany of New Jersey must stand as 
the “most idealistic” of oil company 
film ventures; but the public sers 


ice contribution of such films as 


Sinclair's great farm safety picture, 


Viracle in Paradise Valley and 
General Petroleum’s And Then 
There Were Four, in the field of 
urban traflic safety, confirms the 
high honors accorded both of these 
films in the National Safety Film 
Awards, 

Several of the Shell films show 


the influence and creative skill in- 
herent in the English documentary 
tradition; Cities Service has broken 


tradition just recently with a first 
“wide-screen” motion picture on its 
company operations (see page 15). 


The Editors soon discovered that 
of oil 
rHE 


this current survey industry 


(CONTINUED ON NEXT PAGE) 


(CONTINUED FROM PRECEDING PAGE) 


film programs had real meaning and 
plenty of depth. Obviously. a second 
(and perhaps) third installment of 
this report is on schedule. Subse 
quent pages will cover the fascinat 
ing story of Jack Gregory's Texaco 


sales program, the Sinclair story and 


its now-legendary production of 
Viracle in Paradise Valley (the all- 
time farm safety film winner). 
The Socony “loop film” technique 
is just one phase of that company’s 
experienced use of visual training to 
he covered; one of the most fasci- 
nating of subsequent articles reveals 
that Standard Oil of 
tured the glamorous Mary Garden in 


Indiana fea- 


a public relations film production of 
1919 vintage; that Standard of In- 
diana also used World War I news- 
reels in that same period for its pio- 


neer activity in this 


field. 
broadest phases of industry and the 


screen Ld! 


pace-setting 
Oil and films truly covers the 


“Photo by Standard Oil (N. J.) 


A Famed Photo Library Sets Industry Example 


® Back in 19142. officials of the 
Standard Oil Co. (N. J.) 
shocked to read the results of a sur- 


were 
vey Elmo Roper had just made 
which showed that a lot of people 
thought the oil 
the citizen it 


industry was not 
The 
“Standard 
OW” to many people, connoted “the 
oil trust” and that all “Standard” 
companies 


ought to be. 


survey also showed that 


were stewing in the 
same pot, just as they had heen be 
fore their dissolution in LOLL. 
Determined to show the public 
that it had nothing to hide, and 
that it existed in the public benefit, 
Jersey Standard established a pub 


lic = relations 


department, under 


George Freyermuth, and set about 
demonstrating that the company ac 
tually lived in a goldfish bowl and 


wanted people to look. 
This Guiding Philosophy 


Jersey Standard’s public relations 
department proposed that “if peo 
ple saw enough movies, slidefilms. 
paintings and photographs of the 
petroleum industry and the men and 


women who produ e oil veologists, 


drillers, 
clerks, et 


understand 


engineers, stevedores 


would begin to 
like) the oil in 
Standard Oil Co 


they 
(and 
dustry, and, 
iN a too.” 

The company's premise has been 
carried out well enough that peo 
recent have 


ile are (as surveys 
| 


shown) beginning to. like Jersey 
Standard quite a lot more, It has 
slidefilms and a few 
Robert Flaherty’s 


Louisiana Story), but 


made a few 
films (notably 
monumental 
in recent vears this activity” has 
largely gone on the shelf, its place 
taken by the ex 
tensive film activities of such sub 
One 


program that 


seemingly being 


sidiaries as Esso and Humble 


part of the pieture 


has continued is the famed photo- 


graphic library at the company’s 


York. The 


was designed as an 


headquarters in New 
photo library 
“unposed and unretouched” photo- 
graphic portrait of oil, and set up 
hy Roy Stryker, who had been head 
of OWDs domestic photographic de 
partment and previously 
of the 


manager 


Farm Security Administra- 


tion's group of photographers. 
55,000 Negatives in Files 


Jersey Standard’s photographic 
library is a collection of 55,000 still 
photographs taken by some of the 
best photographers in the country. 
They 


exploration to the gasoline pump 


portray the story of oil from 


in a service station, and not only 


oil men and machinery in action, 
but the setting of the industry as 
well. It includes pictures of poor 
peons in Latin America, tombstones 


in New cockfights and 


other seem to 


Orleans, 
scenes that have 
litthke connection to oil. 


photographs is open for the public 


wonderful storehouse — of 


to use, and thousands of pictures 


are used every year. They are 


viven free to any magazine, news- 


paper or publishing house — that 
wants to use them, as well as pro 
viding illustrations for Jersey Stand 
ard’s 38) different: company publi 
cations 

As in the case of its films, the 


company's photo library is now 


resting on its laurels, maintaining 
the basie collection but doing little 
to increase it’ beyond keeping it 
up to date. Nevertheless, Standard 


Oil lo iN ].) is 


of its collection of photographs 


rightly proud 
probably the best industrial photo- 
graphic collection in the world, and 
1 model that has been widely copied 


by other companies. ay 


The A. P. I. on the Screen 


American Petroleum Institute Uses Film Medium 
to Inform the Public on Industry's Progress 


American 


* The Insti- 


tute, of which most companies in the 


Petroleum 


oil industry are members, has had a 
great deal of success in presenting 
the story of petroleum through films. 
1919, when the first annual 
film was made for the Oil Industry 
Information Committee of the API 
to be presented during Oil Progress 
Week, the Institute’s films have man- 
aged to be continually interesting. 
diverse in character from year to 
year, and have been rewarded by 


Since 


big audiences and frequent citations 
from Film Festival Awards commit- 
tees. Moreover, they have success- 
fully shown facets of oil business in 
such light as to reflect a great deal 
of credit on the industry. 


Key Function of “P.R.” 


The program of the OIIC 
has now grown to the point where 
it is an important part of the API's 
public relations program. Informed 


film 


industry sources conservatively es 
$250,000 will be 
films in 1951. The 
original sparkplug of API films dur- 
ing the first four years of the pro- 
Philip C. Humphrey, 
then manager of the public rela- 


timate that over 


expended for 
vram was 
tions department of The Texas Com- 


OC 
motion picture sub-committee. Mr. 


pany and chairman of the 
Humphrey Is now deputy-diree tor of 
the APL in charge of creative work. 
Hl. L. Curtis, of Shell Oil Company, 
is the current chairman of the sub- 
committee for 1953. 

With top-notch films to show, the 
API has naturally amassed some big 


QUESTIONS AND 


audience totals. A theatrical distri- 
bution started last January on two 
of the films, 24 Hours of Progress 
and Man on the Land, reached some 
seven million people by midyear, 
with an equal number expected dur- 
ing the second half of 1953. This 
audience was obtained, by the way, 
at a cost of $.006 per viewer, which, 
under any media standards, is a re- 
markably low price for 10 minutes 
of undivided attention, or for any 
attention, for that matter. In addi- 
tion to theatrical distribution, API 
films well over a 
hundred TV stations and to tens of 
thousands of 


were show non 


non-theatrical audi- 
ences, 

16mm showings have, in the past, 
been handled exclusively by 14 dis- 
trict offices of the OLIC, and by 
the 20,000, or so, working members 
of the API, who go right down to 
the community level. Following a 
test made for two months this year 
in Ohio and Illinois with non-the- 
atrical distribution by Modern Talk- 
ing Picture Service (which 
APIs theatrical distribu- 
tion), it was discovered that com- 


also 
handles 


mercial distribution strongly sup- 
plemented but did not conflict with 
the OLIC’s own system of reaching 
audiences. It is now expected that 
Modern will handle API films on a 
1951 
reach wider audiences and step up 


national basis in in order to 


distribution in the periods after the 
Oil Progress Week peak. 

Not a little of the success of APT's 
film program is due to Film Coun- 


Answers about the oil industry's basic operations were 


handled in this A.P.1. panel presentation film. 


, 
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selors, Inc.. which has supervised 

as a functioning “film department” 
for the API—the 
since its inception about five years 
Will A. 
Film Counselors. went into some of 
the thinking that typifies an API 
film project. recently, speaking be- 
fore a meeting of the Public Rela- 
tions Society of America, in New 


York: 


project almost 


ago. 


Parker, president of 


Objectives Set Up First 

“Before any writing or production 
is started, we first draw up several 
objectives which are to be met by 
the film. These objectives are syn- 
thesized from the public relations 
platform of the Oil Industry Infor- 
mation Committee. The importance 
of these objectives cannot be over- 
emphasized; everything that is to be 
shown on the screen, every word 
that is to be spoken, every cinematic 
device that is to be used will have 
to further those objectives. For no 
matter how interesting or beautiful 
a picture may be from an aesthetic 
standpoint, a public relations film 





“2 Eovars 3” 


shows how two gal- 
lons of today's gasoline does work 
of three produced in 1925. 


is still a business investment and 
unless it is prepared and produced 
to meet and fulfill specific objectives. 
it cannot be considered a sound in- 
vestment.” 


Despite Mr. 


sub - committee's 


Parker’s—-and_ the 

emphasis upon 
“business first.” it hasn't seemed to 
have detracted a whit from any of 
the films’ aesthetic values. Man on 
the Land. for instance. the 1952 Oil 
Progress Week 


dom’s 


film. won a Free- 
Foundation Award, was 
shown at the Edinburgh Film Festi- 
val and just recently won a_ prize 
as Outstanding General Public In- 
terest Film at the Venice Interna 


tional Film Festival. 


Praise for New Firm 


This vear’s film, American Fron- 
tier. just released has been adjudged 
by as astute a critic as Cecile Start 
of the Saturday Review. in these 


words: “The story is both credible 
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“Man on the Land” draws 


and honorable, the dialog is human 
and at times humorous, but best of 
all the people look and sound real 
... | do not think the oil industry 
could have hoped for a better film 
to tell its story.” 





Brief Reviews of Eight 
Oil Information Films 


The Last Ten Feet, 20 min., b/w. 

1919. Documentary showing how 
taken 
from the ground, refined, trans 


petroleum is discovered, 
ported and delivered to the pub 
lic. 


24 Hours of Progress, 28 min.. b/w. 
1950. Tells the thousands of ways 
in which oil companies and oil 
men contribute to the progress, 
streneth and security of the Amer 
it an people. 


Farm Tractor Safety, 20 min.. color. 
1951. 
and don'ts” of safe tractor oper: 


Demonstrates the “do's” 


ation. 


Van on the Land. 114 min.. color. 
1951. 


constant 


Tells the story of man’s 
struggle for a higher 


standard of living—from the be- 


ginning of history to today’s 
modern farm home. 

2 Equals 3. 11 min. byw. 195). 
Dr. Roy kK. Marshall shows how 
two gallons of today’s gasoline 
do the work of three gallons 
produced in 1925. 

Or Your Toes, Vio min. b/w, 
1951. Slide-motion film made to 


inform oil industry employees on 
the industry’s ability to meet mil 
itary and civilian defense require 


ments. 


Crossroads, S.A... 25 min. b/w. 
1952. 


the case for competitive, privately 


Dramatic story that states 


managed business in human 


terms. 


American Frontier, 29 min.. b/w 
1953. Story behind the discovery 
of oil in Williston Basin in North 
Dakota. Vy 


a 





1953 


—| 


DRAKE, 


a colorful picture of oil’s progress and contributions to living. 









“American Frontier” 


LATEST A.P.I. FILM TELLS WILLISTON BASIN STORY 


Sponsor: The American Petroleum 
Institute. 

Title: 
b/w, produced by Affiliated Films, 


{merican Frontier, 29 min.. 
Inc.. supervised by Film Coun 

selors, Ine. 
® In April, 


1951, Amerada Pe- 
“brought in” a dis 
covery oil well in the Williston Basin 
of North Dakota that touched off an 
oil boom that is still making vast 
bleak 


the north country 


changes in the isolation of 
farmlands. The 
American Petroleum Institute’s new 
Oil Progress Week film for 1955 
documents this discovery and_ tells 
what happened to the oil men who 
unlocked the vast oil reserves, and 
to the people who are living through 
the revolutionary development of 


the area. 
This Is “The Basin” 

The film opens with scenes of the 

Williston 10.000 

miles of 


ee" 
Basin’s square 


enormous frozen. silence, 


peopled by “lean men and lonely 


women” in their plain, square farm- 


houses, and in their towns “with 


names as American as a_ banjo 


tune.” We see it through the eyes 
of Nils Halverson, wheat farmer and 
remembers the 
1930's and 


prosper ity 


schoolteacher, who 
dust bowl era of the 
boom 


wonders what a 


will mean to his people. 


The Order of Progress 
First to arrive are the geologists 
and geophysical crews, probing the 
earth for possible oil-bearing forma 
tions. Next come the lease men from 
the different oil 
with the farmers for the 


companies, bar 
gaining 
right to drill on their land. Finally, 
the production crew moves in. The 
scenes of these men struggling in 
the bitter cold and blinding snow 
to “bring in” their well--and thei 


climatic moment of success—-form 
the highlights of the film. 

What happens, nowadays, when 
an oil boom strikes a small town 


(CONTINUED ON NEXT PAGE) 


To THis BLEAK. SNOowBOUND LANpb of the Williston Basin come the men who 


survey the untold economic future of its oil. 
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American Frontier: 


(CONTINUED FROM PREVIOUS PAGE) 
is faithfully recounted, with local 
residents and oil company officials 
cooperating to provide for vastly ex 
panded housing, education and other 
facilities. Instead of the chaos of 
the old-time boom town, Williston 
today is a model of order and fas 
sighted civie planning. The dis 
covery of oil has brought tremendous 
changes to the north country, but 
In the words 
of Nils Halverson: “I finally under 


stood that oil will enrich the live 


they are welcome ones. 


of hundreds of my neighbors who 
will never own a well or see a drop 
of petroleum. I finally know for 
sure that the coming of oil wa 


good for all of us.” 


A Masterful Documentary 

American Frontier was directed 
by a master of the documentary 
style, Willard Van Dyke, 
tographed by a cameraman of the 
same school, Richard Leacock. Both 


are at their best, which is very, very 
good, Melvin Powell has compose | 
an original musical score, performed 
by members of The New York Phil 
harmonie-Symphony Orchestra 
under the direction of Alexander 
Smallens. 

The film will be available from 
any office of the API's Oil Industry 
Information Committee for several 
months. It will later be handled, 
additionally, by a commercial dis 
tributor. 

« * « 

Deserving mention, in this con 
cluding paragraph, is the complete 
catalog of oil industry films which 
Institute 
has contributed as one of its typical 


the American Petroleum 


and most useful services to. the 


industry. Uy 


Nits HALVERSON, Williston 
farmer, is featured player in 
“American Frontier,” new API 


film reviewed this month. 


and “Wild Animal Series.” 
One-third of each playlet is devoted 
to a sale message. and Mid-Conti- 


Sports,” 


nent tells its dealers: 

.. for less than one cent you 
can reach three prospects through 
D-X movies.” 


“Adventures of Rudy Crude” 

The first sound, color l6mm 
film produced by D-X was The 
idventures of Rudy Crude in 1916. 
It is about half animation. and tells 
the story of quality motor oils “from 
ground to car.” 

Other Mid-Continent 
films have been Jewels of Progress, 


significant 


the history of the Company, and 
Conquest of the Hourglass, about 
product performance in Ab Jenkins’ 


Mid-Continent on the Screen 


® Mid-Continent 


poration, with 


Petroleum Cor 
general offices in 
Pulsa, Oklahoma, has 15 vears ex 
perience in the use of motion pir 
ture media for public relations and 
to stimulate improved — product 
knowledge and selling efforts in its 
dealer and sales organizations. 
Outstanding in the Company's 
a current offering of 
)-second film trailers to all D-X 


dealers for scheduling in local thea- 


program Is 


tres. Produced and distributed by 
the Alexander Film Company of 
Colorado Springs, Colorado, the 
trailers are purchased direct by the 
dealers and carry their own im- 
print. Since production costs are 
absorbed by Mid-Continent. all the 
dealer must pay are charges made 
by the theatres. 


available, 


series of 13) shorts are 
“Lnusual Oil 
a i 


Industry 


Ove upations,” Parade of 


Becow: Witsiston Resipents Learn Asour Ou and its role in their future 


- 
at a typical regiona! meeting scene in “American Frontier. 


speed runs on Bonneville Flats. The 
above films as well as Crossroads 
U.S.A. and two O.LLC. titles are 
offered for general distribution by 
the Company direct. Only in one 
instance has a commercial distrib- 
utor been used by D-X. 

fee in the Hole is the selling 
story of D-X Lubricating Gasoline 
made for the sales organization and 
dealers. Two slidefilms are also in 
current use to dramatize the im- 
portance of cleanliness and good 
business management in successful 


service station operation. 


Use Both Slides and Films 


Other uses of the audio-visual 
Mid-Continent have in- 
cluded the filming of special mes- 


media by 


sages by key executives for show- 
ings at dealer and sales meetings. 
and the use of color slides and films 
to dramatize new products, special 
sales campaigns and advertising 
programs at Spring and Fall sales 
meetings. 

D. C. Rogers, Advertising man- 
ager, is the executive ia charge of 
this well-rounded picture program 
at’ Mid-Continent 


Petroleum Cor- 


Public Relations Films 
Serve Sunray Oil 


*& Public relations and reports to 
sto kholders are the SeTyY ices per . 
formed by motion pictures for the 
Sunray Oil Corporation, with head- 
quarters in Tulsa, Oklahoma. 

Mr. Luther Williams, public rela- 
lions manager, said the Company 
has sponsored one sound motion 
Travelog. 


distributed 


picture entitled Sunray 
This film is currently 
by the Company direct. 


Philips 


Phillips Petroleum 
Trains and Entertains 


*® Even without a set film program, 
the Phillips Petroleum Company, 
one of the major firms in the oil 
industry, makes extensive use of the 
media of motion pictures. Gener- 
ally, films produced are handled by 
the individual departments con- 
cerned, though activity seems to 
center in the Advertising Depart- 
ment where two employees take 
care of films. 

For example, the Sales Promo- 
tion Department for the past four 
years has made a training film for 
dealers and salesmen. The Em- 
ployee Recreation division last year 
made a film about the Company’s 
basketball team. 


Outside Suppliers Used 
The Advertising 
headed by F. L. Rice, has a Cine 
Kodak for taking special films for 
any department interested in using 
the facilities. Most film production 
however, is handled by outside 
sources. Of 64 titles in current dis- 
tribution, only three were made in- 
ternally. 

Most of Phillips” titles are for 
internal use, and a good many are 
on the subject of safety. These are 
used at safety meetings in the field, 
and are handled by the advertising 
department. 

A library of purchased films is 
maintained for free loan to inter- 


Department, 


ested groups. 


Company Projection Rooms 

At the Company’s headquarters, 
the new Adams Building in Bartles- 
ville, Oklahoma, a number of pro- 
jection rooms are available for pre- 
viewing company produced or other 
films. A main auditorium in the 
building is used by the Public Rela- 
tions Department for showings of 
industrial and 
ment films. 

In all. Phillips Petroleum has 260 
prints of 64 titles for employee and 
dealer 


purely entertain- 


training, safety education 


and public These are 


backed up by purchased films, 25 


relations. 


sound motion picture projectors and 
20 sound slidefilm projectors for 
an active, de-centralized, 
motion picture program. 


Balance Is the Keynote 
Above all, Phillips’ films reflect 
the essential balance of dealer-em- 
ployee-consumer use which typifies 
the most successful of these oil com- 
pany screen operations. Ly 


BUSINESS SCREEN MAGAZINE 
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show YOU how to reach an audience 


of more than 103,000 000 film viewers! 


1. Non-Theatrical Audiences 


Organized groups meeting regularly in the 
U. S. own and use more than 500,000 16mm 
sound projectors. United World's full poten- 
tial by audience is: 


Category: No. of Persons 


Schools and Colleges..........20,100,000 
Churches (all faiths).............. 17,325,000 
Clubs, Associations, Lodges 
and Fraternal Groups......21,050,000 
Wreree Ce 
Labor, Veterans and Farm 
Organizations ........ 
Youth Groups .... 


These 74,000,000 viewers can be 
reached through the facilities of United 
World. 


WORLD‘'S LARGEST DISTRIBUTOR OF 16mm SOUND 


UNITED®_ © 


Millions of adults and youths can now be 
reached through showings of sponsored motion 
pictures arranged through the nationwide fa- 
cilities of United World Films. Conservative 
estimates reveal that U/W can reach upwards 
of 105,000,000 viewers through the following 
mediums: 1. Non-Theatrical showings—74,000,- 
000; 2. Rural roadshowings—2,250,000; 3. 
Television—15,500,000; 4. Theatrical showings— 
13,250,000. 


2. Rural Roadshowings 
Merchant-sponsored showings of films attract 
large audiences in rural areas on a seasonal 
basis. United World audiences averaging 300- 
400 persons may be reached for as low as Yc 
per viewer. U/W can reach a total rural 
roadshowing audience up to 2,250,000. 


3. Television Distribution 


26,812,000 television-equipped homes now 
being served by more than 200 stations 
furnish a constantly increasing audience for 
sponsored motion pictures acceptable for 
showing on a sustaining basis. Where films 
of sufficient public interest are acceptable, 
United World offers the most convenient and 
economical means of TV station contact. 
Audiences upwards of 15,500,000 can 
be reached through U/W facilities. 


4. Theatrical Distribution 


Over 10,000 “drive-ins” and theatres poten- 
tially can show short subjects of a public 
service character and promotional films with 
direct merchandise content. Upwards of 
13,250,000 viewers can be reached 
through this medium, via United World. 





MOTION PICTURES 









CHECK THESE 








' These 16mm Group 
Audiences Served 


| by United World... 


oa 
i ha 
HOSPITAL AUDIENCES 


LODGES AND 
FRATERNAL GROUPS 


WOMEN’S AND 
MEN’S GROUPS 


AGRICULTURAL MEETINGS 
AND RURAL GROUPS 


Am.. 


es 


LABOR AND 
VETERAN'S ORGANIZATIONS 
——— 


HIGH SCHOOLS 


mh 








INDUSTRIAL AND 
EMPLOYEE GROUPS 


UNIVERSITIES 
AND COLLEGES 


_——- 


CHURCHES AND 
RELIGIOUS ORGANIZATIONS 


UNITED|WORID)ADVANTAEES 





ANDES: 


y Film Distribution Offices 
Blanket United States ... 


+ + + + + + + + + He + EHF 


United World FREE FILM 
Offices are located in 43 
key market areas of dense 
population concentration 


+ + +e + + + + + + HHH 
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Prrscant Kepresentatives + MILLIONS 


OF PIECES 


To secure the best in sponsored film audi- 
ences, United World representatives per- 
sonally visit program chairmen and group 
leaders of all types, check their film re- 
quirements and schedule bookings far in 
advance. These advance booking notices 
enable the sponsor to arrange further pro- 
motional tie-ins. Behind our national serv- 





OF PROMOTIONAL MATERIAL 


ANNUALLY 


ice organization of skilled booking repre- 
sentatives are millions of pieces of 
promotional literature, catalogs and spe- 
cial listings which continuously develop new 
audiences for our sponsors. Extensive mail- 
ing list activity assures your film the 


BRVIGES FUL WWUR FILL WSUS tas 


* Millions of influential Americans interested in 
high-quality sound films are familiar with the 
outstanding film reputation of Universal- 
International, a pioneer in the distribution of 
motion pictures for over 40 years. Castle Films— 
a pioneer in 16mm films—and many other 
divisions combine to make United World a 
leader in this field. Experience, audience con- 
tact and national reputation stand behind 
every sponsored film program handled in the 
43 well-equipped regional film libraries main- 
tained by United World Films in major popu- 
lation areas. Efficiency of operations and 
accessibility adds these regional offices to your 
own organization. 


From the outset, your film program is a 
“custom” operation in these United World 
offices. Careful print handling and inspection, 
meticulous attention to records and shipping 
details, careful selection of audiences and 
complete data on each showing are part of 
our obligations as your company film depart- 
ment. 

Well-located regional film outlets reduce 
wasteful time in transit, saving you print cost 
and increasing audience results per print in 
use. Convenience -+- efficient handling +4 
economical cost == greater results through 
United World. Have a United World distribu- 
tion specialist review these positive advantages 
with you. 


STATISTICAL ANALYSIS IN RECORDS & REPORTS BRINGS YOU ACCURATE PROOF OF RESULTS 


* SHOWERS OF TOUS Maun WEL Tams RACE wt AcCOMRASES 
oe 
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Contact Audiences 


Through long experience in 
meeting the needs of film 
users, U/W booking repre- 
sentatives bring your films 
to the best possible audi- 


For Only a Few Prints 


or for Many Hundreds 


TELEVISION VIEWERS 
United World serves the 


nation’s continuously- 
4 ) expanding number of 
; Y television stations with 
daily film shipments and we are pre- 
pared to meet your television distribu- 
tion needs with efficiency and econ- 
omy. Sponsored films acceptable for 
sustaining program use are shipped 
from our 43 vantage points most 
quickly accessible to TV stations, thus 
meeting their requirements for time 
and date bookings, PLUS saving you 
cost of prints needlessly tied up in 
“waiting time.” 


16MM RURAL AUDIENCES 


_, Movies are a national 
habit and the most pop- 
a ular pastime in rural 


— towns and hamlets of 
America. Sponsored film distribution 
to these farm and small-town audi- 
ences, reaching groups which average 
300-400 each and range up to several 
thousands, is a United World specialty. 
Let us bring your prints to these large 
and responsive rural audiences. 


THEATRICAL FACILITIES 
m| Arrangements for 
oe 


‘ and theatri- 
“Jada cal distribution may be 
F ponds : ‘ 
Ae made through United 
World Films. Short subjects of an im- 
portant public service type are fre- 
quently acceptable for 


“drive-ins’ 


theatrical 
showing. Special promotional films 
with direct merchandising tie-ins (such 
as drive-in theatre purveyors) have 
also been successfully distributed to 
large audiences through United 
World’s unexcelled distribution facili- 
ties. Let us screen your film for analy 
sis and recommendation. 





lake a Look 


at Qur'Family Iree... 


NATIONAL AND INTERNATIONAL DIVISIONS: 


UNIVERSAL-INTERNATIONAL 


J. 


UNITED 


EDUCATIONAL 


FILMS 


our Background eee 


As the world’s largest 16mm film distributor, 
United-World Films combines over four decades of 
experience in film distribution with nationwide and 
international facilities specializing in this service. 


These "Blue Chip” Companies 
Are Typical U-W Clients 


Here are a few of the outstanding business organizations 
United World has been privileged to serve. Many of these 
have been continuously active U/W clients for years. 


Association of American Railroads 


1 


institute of Life Insurance 


«a 


The B. F. Goodrich Company 
xo 


} 


Procter & Gamble 


National Live Stock & Meat Board 


Fuller Brush Co. ED 


Westinghouse Electric Corp. 


and many others 


ARTHUR 


STATES 


x 


UNITED®@.. 


FEATURES 


RANK FEATURES 


GOVERNMENT FILMS 


FILMS RELIGIOUS FILMS 


FOR TELEVISION 


CASTLE FItmMs. 


our Reputation ... 


Quality in service and product is acknowledged 
and verified by the hundreds of thousands of film 
users who regularly utilize part or all of United 
World’s unequalled facilities. 


Let United World Analyse 
Your Distribution Needs — Costs 


No matter how modest or extensive your film 
requirements, there is a United World “custom- 
designed” distribution plan to meet your needs. 
From one or all of the 43 conveniently-located 
regional film offices, your prints get there faster, 
in better showing condition, and are more promptly 
returned to serve new audiences. Without charge 
to you, have one of United World’s experienced 
distribution analysts review your present film dis- 
tribution methods and show you how U-W service 
can help increase showing results; lower your 
actual or “hidden” costs per booking. There is no 


obligation on your part for this analysis. 


Write, Wire or Phone 


e Wor 


\“e 
aol al 
FIUMIS ING 


a Subsidiary of ED ee Pictures 


1445 PARK AVENUE " 


Nn ee O88 ee eee ee 
TRAFALGAR 6-5200 












OIL UNIVERSITY: THE SHELL LIBRARY 


es started using films in the 


early 


1930s primarily for sales 
promotion and advertising purposes. 
However, it was not until the Public 
Relations Department undertook a 
long-range film program in 1945 
that Shell had what might be called 
an organized film effort. 


Service to the Public 


The public relations film program 
was undertaken in order to help 
give the public a greater and clearer 
understanding of the very complex 
industry of which Shell is a part. 
The backbone of this basic public 
relations program is “This Is Oil”, 
a series of films designed to portray 
the primary functions of the oil in- 
dustry. So far, four of these films 
have been produced: to explain 
Exploration (the search for oil), 
Production 
and then getting oil from the earth), 


Drilling and (drilling 
Refining (the conversion of crude 
oil to useful products), and Trans- 
portation (getting petroleum prod- 
ucts to the right places at the right 
time in the right amounts). 

In addition to the four “This Is 
Oil” films, the Shell Film Library, 
the largest film library in the pe- 
troleum industry, has nineteen ad- 
ditional titles for general distribu- 
tion. These films deal with various 
aspects of the petroleum industry 
and with science, safety and avia- 
tion. 


Reach 10 Million Viewers 


Shell films 
through its four Film Libraries lo- 
cated in New York, Chicago, San 
These li- 
operated by the Public 
Relations Department, now circu- 
late over 5,500 prints, fulfilling over 
100,000 requests yearly, and serve 


distributes its own 


Francisco and Houston. 
braries, 


5,500 Prints of 23 Current Motion Pictures 


Make Industry's Complex Facts Clear and Colorful 





TypicAL SHELL Fitm Is 


and hardships involved in laying a crude oil line: backbone of 
the petroleum industry's transportation system (see next page). 


Scene below by Robert Yarnell Richie 


Pirevine” which shows techniques 








an annual audience of nearly 10,- 
QOO.000 viewers. 

Shell's films for outside distribu- 
tion are designed to be both in 
formative and entertaining. As a 
result, they have gained wide ac- 
ceptance for showing to civic, fra- 
ternal and religious groups as well 


as to school and college audiences. 


Many of these films are in color. 
Color films generally have proven 
more popular than black and white 
films. which are so produced be- 
cause their subject matter is best 
suited to this treatment. However, 
the fact that films are not in color 
does not necessarily discourage their 


distribution, and in some instances. 


Shell's Wood River (Illinois) refinery was brought to screen in a graphic visual report to the company’s shareholders. 


black and 


greater demand than some 


white subjects are in 
color 
subjects. 

As a matter of policy, Shell avoids 
the visual or audio mention of its 
name, trade mark and products in 
its public relations films, feeling 
that greater good will for the com- 
pany will be generated by having 
Shell identification only at the open 


and close of its films. 
Aids for Other Purposes 


Although public relations consti- 
tute the largest use of films by Shell, 
the company also employs films and 
other visual aids for advertising, 
sales promotion, safety, employee 
communication and scientific pur- 
poses. 

Prior to the establishment of the 
Visual L951, the 


production of films and visual aid 


Aids Division in 


materials was generally supervised 
by the department involved. Now 
the Visual Aids Division has the re- 
sponsibility of planning and pro- 
ducing visual aid materials for all 
departments and units of the com- 
pany. This action has effected sub- 
stantial economies of time, effort and 
money, and generally has resulted 
in the production of better and more 
useful visual aids. 


Produce Only Internal Aids 


With the 


highly specialized 


exception of certain 
productions or 
moderate-use productions intended 
for internal use only, the production 
of visual aids is contracted for with 
outside producers. 

The Visual Aids Division is con- 
cerned only with the production of 
visual aids. Upon the completion 
of a film or presentation, the prints 
or materials are turned over to the 


(CONTINUED ON THE NEXT PAGE) 


(") SHELL FILMS 


¥ * * 


(CONTINUED FROM PREVIOUS PAGE! 


department for which they were 
made for distribution. and use 
Although there is always the 
temptation of using two or three 
“pet” methods of projection, the 


\ isual Aids 


select the medium’ best suited to do 


Division attempts to 
the specific job at hand—taking into 
consideration the purpose, the audi 
ence, cost, production time, and 
most important, when, where, how, 
by whom, and under what condi 
tions, the film or presentation is to 
be shown. As a result, during the 


past two years, these media have 


been used: 16mm film—color and 
black and white, with optical and 
magnetic sound tracks; 35mm strip 
films—-color and black and white 
silent and with records; 2x2 color 


slides; stereo color slides; sIx4 


glass slides—color and black and 
white; 16mm animatic strip films 

color and black and white; 6x6 and 
10x10 


with as many as five overlays; and 


overhead projection slides 
opaque projector presentations. The 
treatment of the presentations has 
varied from the cold calculated scien 
tific approach to rather broad humor 
and the material has ranged from 
amateur black and white snapshots 
and crude graphs to professional 
color photographs and very elab- 


orate charts Id 


GROWING MEDIUM: 


® The very successful utilization of 
films and other visual media by the 
Armed Forces during World War II 
greatly accelerated the use of visual 
aids by industry, and the often un 
recognized impact of television on 
all age groups has served to heighten 
the demand for information that is 
simultaneously conveyed to both the 
ear and the eye. For these reasons, 
plus the growing complexity of busi- 
ness which necessitates quick, clear 
and easy-to-understand communica- 
tion both internally and externally. 
there has been an increasing use 
of films and other visual media by 


Shell and by all industry. Ly 


GEOLOGY TO BY-PRODUCTS IN FOUR TYPICAL SHELL PICTURES 


“Harnessing Liquids” 


Hydraulics are explained simply 
and graphically in Shell's popular, 
scientific film, Harnessing Liquids 
The underlying principle is ex 


plained in an early scene which 
shows the effect of pressure on the 
cork of a bottle containing liquid 
Since liquid is not compressible, eX 
treme pressure shatters the bottle 
More elaborate examples are then 
given to show how a small force ex 
heavy 


erted properly can lift 


a 
time: 12) min 


weight. Running 


utes on the screen. td 


The pressure of one cork forces the 
other one out in a simple illustration 
of hydraulic 


neSSINg Liquids 


action seen in “Har 


The Shell Catalog 


® An illustrated catalog of all cur 
rent Shell films is available to film 
users from the company, 50 W. 50th 


St.. New York 20 


The surveying crews lay out a line which will be followed by the seismic 


crews “earthquakers” who set off small charges to get a picture of the under 


ground rock structure 


as shown in “10,000 Feet Deep.” 


Geology of Oil Is Shown in “10,000 Feet Deep” 


* After a brief description of oil's 
prehistoric origin, 10.000 Feet Deep 
shows how geologists chart a region 
likely to bear oil and illustrates in 
particular how modern seismic ex 


ploration is carried on. The audi 


( lothe s 


made from petroleum, 


ence sees how the deepest drilling in 
the country is done in inaccessible 
swamps with boats and barges re- 
placing cars and trucks. The work 
of surveying crews is shown in the 


field. Running time: 20 minutes. 


jewelry, cosmetics, perfume and even jurniture contain products 
1 scene in Shell's film “Oil for 


fladdin's Lamp.” 


The history of ancient geological 
ages inscribed in rock by fossils is 
deciphered by paleontologists in a 
typical “The Fossil 
Story,” described below. 


scene from 


“The Fossil Story” 
® The Fossil Story. one of Shell's 
most recent films shows fossils in all 
their strange and wonderful forms: 
an imprint of the delicate tracery of 
an insect’s wing, the massive foot 
print of a dinosaur, a semi-precious 
jewel from a petrified tree, the stony 
remains of creatures so tiny there 
are 40,000,000 in a cubic inch. It ex- 
plains why scientists search for fos- 
sils in near and far places to bring 
us such vital materials for modern 
living as oil, cement, iron, and build- 
ing stone. History and science come 
alive in vibrant color. Running 
time: 19 minutes. Color. be 


“Pipeline” 
® America’s network of crude oil 
pipelines is the theme of Pipeline. 
This Shell film shows the building of 
one such line, its techniques and 
hardships. The intricate operation 
of such a system is explained. Run- 
ning time: 24 minutes. 8 


“Oil for Aladdin's Lamp” 
* Oil for Aladdin's Lamp provides 
a glimpse into the dramatic achieve- 
ments of petroleum research scien- 
tists by taking the audience into a 
modern laboratory and describing 
some of the chemical miracles per- 
formed with the aid of crude oil. 
The film shows how scientists take 
apart crude oil molecules and_re- 
mold unbelievable 
variety of substances. Running time: 
20 minutes. Ly 


them into an 
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IG, spectacular in operation, and 

abounding in color and_ ro- 
mance, the oil industry lends itself 
ideally to motion picture treatment. 
It is a highly competitive industry ; 
it supplies more than one-half of 
the nation’s total energy require- 
ments; its operations stretch from 
desert sands to the Arctic; in all, it 
manufactures more than a thousand 
products. 

To acquaint the public more fully 
with the industry’s complex opera- 
tions, the Shell Oil Company is pro- 
ducing an entire series of 16mm 
sound motion pictures, each cover 
ing a basic function of the oil in- 
dustry. 

Four films of this colorful and 
highly instructive series, produced 
under the general title, This 1s Oil, 


A BASIC SERIES ON OIL 


are now available for showing. 
Prospecting For Petroleum, the first 
picture, dramatizes man’s age-old 
search for possible oil-bearing strata. 
Birth Of An Oil Field, the second 
film, exlains the hazards, uncertain- 
ties, and consequent costliness of 
drilling an oil well, and shows how 
oil is brought to the surface from 
deep within the earth. 

The third film, Refining Oil For 
Energy, shows how crude oil is 
manufactured into its hundreds of 
useful products. 

The fourth, and newest film, O// 

The Invisible Traveler. tells the 
dramatic story of petroleum trans- 
portation and of how oil, a liquid 
that is always trying to escape, is 
efliciently transported over the long 
road from oil field to refinery. iy: 





Flowing well and near-miss in “Prospecting for Petroleum” 


Prospecting for Oil 

* Prospecting For Petroleum ex- 
plains, simply and graphically, the 
geologic theory of how oil was 
formed in the earth countless cen- 
turies ago. Mankind’s interest in 
petroleum deposits is traced from the 
days of ancient Babylon to the 
bringing in of the first commercial 
oil well in 1859. From this point, 
the film takes up the science of oil 
exploration, showing how it ad- 
vanced from the days of playing 
“hunches” to the employment of 
amazing devices for “seeing into the 
eround” today. 

Prospecting For Petroleum covers 
every aspect of oil exploration 
thoroughly. using three-dimensional 
figures. Sequences of the film are 
“acted” by these miniature figures 
on model sets. Running time: 23 
minutes. Color. I 


PICTURES COURTESY SHELL LIBRARY 


The Refining Process 
* Refining Oil For Energy goes be 
hind the scenes at a huge refinery 
to show how crude oil is transformed 
into finished products. 

sy combination of live action and 
three-dimensional animation photog 
raphy, Refining Oil For Energy 
shows what happens to the oil inside 


the endless miles of pipe, the roar- 


7 


- 


us 
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There’s drama in drilling as shown in “Birth of an Oil Field” 


ing furnaces, and giant fractionating 
columns. 

In simple, entertaining style, the 
picture explains the distillation proc- 
ess—-crude oil separation. 

In one sequence, the camera goes 
inside a giant catalytic cracking unit 
capable of cracking a million gal- 
lons of heavy oil daily--and shows 
how it operates. Running time: 20 
minutes. Color. yy 


“Birth of an Oil Field” 


* Birth Of An Oil Field shows how 
an oil well is drilled and how crude 
oil is brought up from the ground 
and started on its way to the re- 
finery. 

After picturing the erection of the 
derrick, the film shows the operation 
of the heavy equipment by drilling 
crews, follows the drill bit as it cuts 
deeper and deeper into the earth. 
and tells how chemically treated mud 
is of invaluable aid to drillers. The 
film then depicts the natural forces 
which make oil flow from thousands 
of feet below the surface. 


Live-action photography was used 


}-dimens-ona! ar mation makes refining process understandable. 

























to obtain dramatic glimpses of a 
drilling crew at work, while three 
dimensional animation photography 
reveals what takes place below the 
surface of the ground. Running 
time: 30 minutes. Color, Ld: 


Tank Car loading begins oil's trip 
to market... 


“Oil, Invisible Traveler” 
© Oil The Invisible Traveler tells 


the dramatic and important story of 
petroleum transportation, 

The movement of crude oil and 
its products has become one of the 
nation’s biggest transportation jobs 
very day, 21) hours a day, about 
300 million gallons make their jour 
ney from oil field to refinery and 
from refinery to market 

By interesting use of both live a 
tion and animation, Ojl--The Invis 
thle Traveler traces the history of 
petroleum transportation and shows 
how the present great network of oil 
carriers pipelines, tankers, barges 


evolved from the barrel Vd 


Today, the helicopter plays a big role 


Con. 


sac Mii at af 


in the surveying of inaccessible but 


potential oil areas, shown in scene from “The History of the Helicopter.” 


“History of the Helicopter” 
® The Ilistory o} the Helicopter tells 


the fascinating story of rotating 
wing flight in easy, understandable 
terms. Combining historic footage 
and shots from private collections 


film 


the development of the helicopter 


with new material, the traces 


from the visionary drawings of Le 
onardo da Vinci to today’s troop 
») 


carrying giants. Running time: 25 


minutes on the screen 


“Flight Log” 


* Produced with the cooperation of 
the Ll. S Air Forces, Flight 
Log presents a running history of 
plane design from the Wright Broth- 
ers’ first flight, which is shown, up 
to the affords a 
glimpse into the future. The film 
puts particular emphasis on the spec- 


Army 


present, and also 


tacular progress of engine designers, 
plane manufacturers, and petroleum 
World War II. 


scientists during 


Colorful wall posters of “This Ils Ow” series serve teachers and students 


a 


“BIRTH OF AN OIL 
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1M A SERIES OF CHARTS OUTLINING VARIOUS PHates 


THIS IS OIL 


AIR AGE EDUCATION 


Shell Presents a Series 
on Principles of Flight 


® A series of six films under the 
series title “How An Airplane Flies.” 
breaks down the theory of flight into 
Lift. Drag, 
Thrust, Forces in Balance, Stability, 
Controls 


iis major components 


and makes each simple 
enough for the average layman to 
This Shell series has a 


total running time of 61 minutes. 


understand. 


These Shell films give the novice 
pilot a basic understanding of flight 
technique in vivid fashion. i 


In a side-slip, the lower wing gets 
more lift than the upper, due to the 
upward slant, or “diehedral” of the 
wings. This tends to level the plane. 


Wright Brothers’ famous first flight, actually photographed at Kitty Hawk. 


Guides and Wall Charts 


* Shell supplies its film borrowers 
in the nation’s schools with teachers’ 
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Of THe PETeCLeUm InouETET 


guides and wall charts are designed 
to accompany the four color films in 
the This Is Oil Series, Prospecting 
For Petroleum, Birth Of An Oil 
Field, Refining Oil For Energy and 
Oil—T he Invisible Traveler. 

When a request for any one of 
these films is received by the Shell 
Film Library from a school or other 
institution of learning the proper 
teacher's guide and wall chart is sent 
ten days in advance of the film ship- 
This 


chance to review the subject matter 


ment. gives the teacher a 
of the film and prepare the class by 
use of the wall chart before the film 
is shown. 

After the showing they may be 
used for review since the guides and 
retained by the 
returned with the 
motion picture film. yy 


wall charts are 


teacher and not 
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* The first industrial film ever 
produced using the Panoscope 
wide-screen lens has just been com- 
pleted for Cities Service Oil Com- 
pany by Pictures, Ine., 
working in collaboration with In- 
formation Productions, Ine. 


Science 


The Panoscope lens. 
by C. P. Goerz 


developed 
American Optical 
Austin- 
International, has been the 


Company exclusively for 
Clune 
subject of much research and ex- 
perimental work in recent months 
by Science Pictures and Informa- 
tion Productions, and the 
Service film is the 
production to be 


Cities 
first complete 
released. 

The tie-up between the 
and the new wide-screen technique 
is a natural. 


sponsor 
Cities Service, whose 
new “5-D” 
reached the 


gasoline has recently 
market, was looking 





HEeReE’s THE SHAPE of a standard film scene shown in contrast to the 
wide-screen dimension as pictured above. 


for a new dimension in film to dem- 
onstrate its qualities before a meet- 
ing of the company’s top executives 
gathered for conferences at White 
Sulphur Springs the last week in 
October. 
Result Is Dramatic! 

Production was originally 
planned to be entirely on a test 
basis, but so spectacular were the 
results that it was decided to go 
ahead with full production. The 
resulting picture, called A Neu 
Dimension is an exciting and dra- 
matic 10 minute film. 
centers around Cities Service oper- 
Jersey Turn- 
pike, for which the oil company 


Footage 
ations on the New 
has the exclusive contract for serv- 


ice stations. 


The surprise for most viewers at 
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White Sulphur Springs was not the 
effectiveness of the wide-screen tech- 
nique on such sequences as the ar- 
rival of tankers in New York har- 
bor or the shots of the broad Jersey 
Turnpike. This had been expected. 
What had not been looked for was 
the remarkable effect of the added 
dimension in close-ups, one-shots, 
even scenes of vertical composition 

these handled most effectively 
through tilts. 

Good Definition and Quality 

Color quality of the commercial 
Kodachrome 
definition. The 


was excellent, as was 
Panoscope lens, 
with its ratio of 2 to 1 apparently 
definition to that 
other 
Its 2 to 1 ratio seems to 


gives superior 
possible with anamorphic 
lenses. 
hetween 


he a happy 


compromise 


1953 





THE PANORAMIC SWEEP of Cities Service oil storage facilities near Chicago 
is shown in this wide-screen scene from ™ 


1 New Dimension.” 


‘Wide-Screen’’ for New Cities Service Film 


NEW PRESENTATION UTILIZES PANOSCOPE LENS 


standard projection and the “rib- 
hon-like” effect of 2 


wide-screen systems. 


5 to | super- 


Both Science Pictures, and In- 
formation Productions. who col- 
laborated on this test, will) make 
the technique available to all clients. 
Costs should be 


than normal production costs—the 


negligibly higher 


only extra being the necessity of 
buying the projection lens (which 
fits all standard projectors). 

The producers point to two other 
vreat advantages of the Panoscone 
lens. One is that the lenses, avail- 
able in both lomm and 35mm sizes, 


Atlantic’s Films 


*% Another oil company maintain- 
ing a large library of syndicated 
16mm motion pictures for public 
Atlantic 
Refining Company, one of the East's 


relations purposes is The 


leading marketers of oil products. 
Attractive Color Catalog 
An attractive catalog 
issued by the company’s film li- 
brary (260 South Street, 
Philadelphia) lists 285 sound films 


two-color 
Broad 


covering a wide range of subjects. 

Probably for the dual purpose 
of limiting requests to those serious 
lv interested in using the films and 
helping to offset costs, a service 
fee of $1.00 is charged for each 
shipment, regardless of the num- 
ber of films involved. The fee must 


are compatible so pictures can be 
filmed wide-screen on 35mm nega 
tive and later reduced for l6mm 
showings in exactly the same way 
as is done using conventional lenses. 

Second, films shot with the Pano- 
scope lens can be optically 
printed for projection through 
standard lenses where this is de 
sirable. The optical printing —re- 


stores the compressed negative 


image to standard dimensions. 


Thus, a film photographed with 
Panoscope can be used for special 
showings on wide-screen and later 
be released for exhibition on stand- 


ard projectors and screens, Ld 


Serve Community 


accompany the request for films. 
In addition the 
» pay return postage, 

30 percent of the 

Atlantic library is devoted to sports 


user is required 
Approximately 
films ranging from football through 


horses. A 


large number of eight-minute car 


hhysical training and 
| 


toons are offered, and travel films 


and documentarys about World 


War II are well represented, 
Entertainment and Education 
Other general topics included are 

nature, comedy, musical shorts, edu 

cation. 
The category “commercial in 


struction” includes panoramas of 
the oil industry, and a few titles 


valuable for dealer training. i 
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Screening of member films was a traditional program event in Alcoa’s theatre at Pittsburgh. 


Pittsburgh is Host for TAVA Fall Meeting 


Vitality of Eastern Metropolis Is Background for an Eventful Program 


as Business Film Executives Conclude Three-Day Meeting of Membership 


ITTSBURGH’S ENTERPRISE 
P.:. the spirited vitality of this 

“new” metropolis of the East, 
exemplified in towering mid-town 
skyscrapers, a model ait terminal 
and some of the nation’s most pro- 
ductive companies, brought an in 
fectious enthusiasm into the pro 
grams and discussions of members 
of the Industrial Audio-Visual Asso- 
ciation, meeting in that city last 
month. 

The annual fall meeting of LAVA 
was held in the model facilities of 
the shining new USS Building and 
its 40th Floor Auditorium. Screen 
ing sessions were held inthe equally 
bright new theatre facilities of the 
Alcoa Building, just a few squares 
away. Arrangements for one of the 
most interesting meetings in LAVA’s 
history were made by a local com 
mittee, headed by Ray Roth of L. 5S 
Steel and shared by Ralph Hoy. 


Aluminum Company of America; R 


Ramroapers among LAV A members 
at Pittsburgh were (below, l. to r.) 
Fred Beach, N.Y. Central; Bill Coa 
Santa Fe; John Hawkinson, Ill. Cen 
tral; and Cliff Meadows, C & O 


\. Roxas and Ken Day of Westing- 
house. Leo Beebe. LAVA president, 
was the presiding oflicer and open- 
ing speaker 


Present Award Plaques 
The first presentation of LAVA 
merit awards featured the organiza- 
tion's mid-program luncheon on 
Wednesday. October 4. 


honoring the individual contribu 


, 
Plaques 


tions of members John Hawkinson. 
Don Steinke and O. H. Coelln, Jr. 


were presented in an informal cere- 
mony. Mr. Hawkinson was honored 
for his consecutive years of service 
as the organization’s efficient treas- 
urer and Don Steinke received the 
merit plaque for his long period of 
service “beyond the line of duty” as 
[AVA’s corresponding secretary. 
Ott Coelln helped to found the 
present organization, bringing to- 
gether the first group of prospective 
members at informal luncheons and 
dinners to form the nucleus of a now 


nese New [AVA Members were formally inducted at Pittsburgh: (left to 
right above) J. A, Anderson, Brown & Bigelow; J. H. Vicary, E. 1. du Pont 


de Vemours A Lo > 


Canteen: ( 


John Ellis, Ford Motor Co.: A. W. 
!. Fox, Brown & Bigelow: 


Velson, Automatic 
D. R. Rickert. Consumers Power. 


vigorous and growing association of 
business film executives. The pub- 
lisher of Business Screen also 
served as program chairman for sev- 
eral annual meetings but has since 
assumed a purely advisory role, in 
keeping with the organization’s strict 
doctrine of membership activity. 


Aleoa Executive Speaks 

A notable address, keynoting 
IAVA’s role as counsel to manage- 
ments’ interest in company film pro- 
grams. was delivered by Arthur P. 
Hall. vice-president in charge of pub- 
lic relations and advertising for the 
Aluminum Company of America. 
Mr. Hall's subject “Motion Pictures 
and Visual Aids as Viewed by Man- 


IAVA Presiwent Leo Beebe greeted 
guest speaker Julien Bryan. 


Tom Hope, General Mills. intro- 
duced Mr. Bryan to the membership. 


agement” was a luncheon address on 
the first day’s program. 

Reminding his professional audi- 
ence that “in the last decade, man- 
agement has become increasingly 
aware of not only the desirability of 
but the necessity for presenting its 
views, policies, philosophies and its 
practices and the reasons for them to 
its various publies.” Mr. Hall de- 
clared that “we in management have 
hecome overwhelmingly convinced 
that ‘sight’ plus ‘sound’ is the best 
means of getting across a picture or 
a message.” Summarizing his view- 
point, he stated: 

“That standards set up by your 
association can do much to help . . . 


BUSINESS SCREEN MAGAZINE 











motion pictures and visual aids are 
bye coming more and more ret ognized 
hy management as important and es- 
sential too's of management.” 

The Alcoa management's attitude 
can be measured by the fact that the 
company has in its active film li- 
brary some 20 films that have been 
shown to 70 million people. This 
audience embraces all “publics.” in- 
cluding employees. stockholders, cus- 
tomers, suppliers, educators, both 
Federal and state governments and 
thought leaders. 

Another guest speaker of note was 
the famed lecturer and film maker. 
Julien Bryan, executive director of 
the International Film Foundation, 
who delivered a challenging talk at 
an evening session. Included in Mr. 
Bryan’s presentation were recent 
color films of the people of the trou- 
bled Near East. Citing the honesty 
and forthrightness which must char- 
acterize good documentary produc- 
tion, this expert called for business 
to assume a role of leadership in 
films of this kind. 


Opportunities in T\ 

Television’s potential as a means 
of reaching mass audiences through 
the sustaining use of business-spon- 
sored motion pictures was discussed 
during the regular meeting program. 
Hugh Ralston, Ford Motor Company 
motion picture executive, described 
his company’s experiences in field, 
citing both limitations and poten- 
tialities for station cooperation. Not- 
ing that Ford films had received 
more than 600 television showings 
up to recent date, Mr. Ralston de- 
scribed the company’s present news- 
reel service for television news-cast- 
ers and the experiences in a regional 
showing of Technique for Tomor- 
row, new Ford motion picture on its 
ultra modern “automation” facilities 
in Cleveland. 

Other television presentations in- 
cluded R. A. Roxas’ description of 
Westinghouse experience with closed- 










circuit product promotion meetings, 
a demonstration of the TelePrompter 
by W. W. Marsh. and a talk “New 
Horizons for Live Television” by 
Ek. Carlton Winckler, production 
manager of CBS Program Depart- 
ment. Ken Day of Westinghouse 
gave a visual talk on “Behind the 
Scenes of Studio One.” 

Of highly significant interest to 
all [AVA members was Kurt Ross’ 
well-illustrated paper on “Visual 
Presentations for Management.” 
Dealing with color slide preparation 
and projection, Mr. Ross’ paper was 
delivered by Ray Roth. Key pas- 
sages from his text include the fol- 
lowing: 

“Visual presentations do cost mon- 
ey. But let's recognize that reports 





TREASURER JOHN HAWKINSON  re- 
ceives award plaque as Illinois Cen- 
tral executives and LAVA officials 
extend congratulations. 


to management often represent 
months of work of the research staff, 
thousands of dollars in salaries and 
travel expense. All that for a type- 
written report. Not only does the 
report represent a sizeable invest- 
ment, but the aim of the study is to 








PLAQUES FOR MERITORIOUS SERVICE were awarded to LAV A members (front 
row, left to right) John Hawkinson, Illinois Central; O. H, Coelln, Business 
Screen; and Don Steinke, Dow Chemical Co. Past-president Dan Rochford, 
Standard Oil (N. J.) left rear and president Leo Beebe (right) made the 
organization's first service awards at the annual fall meeting. 


bring about action by management 

decisions which will usually di- 
rectly influence the profits of your 
company ° 


Research: an Idea Factory 

“Statistical, economic and com- 
mercial research can be likened to a 
factory —an idea factory. Just as we 
manufacture and sell more tangible 
products, with reasonable selling 
and promotional expense, the ideas 
o} economic research must be sold, 
sold to management with proper se- 
lection of the means of selling. 

“One of the most important means 
is the visual presentation, which 
should not be regarded as merely a 
supplement to oral presentation. It 


ENJOYING PirrspurGH’s Hosprratiry at one of LAV A’s well-attended lunch- 
eon meetings were these members. Companies represented included Shell 
Oil, Du Pont, Brown & Bigelow; Raytheon, Humble Oi!, Santa Fe. Socony 
Vacuum, New York Central. Illinois Central, Chesapeake & Ohio; Standard 


Oil (N. J), Westinghouse, U.S. Steel, 


{leoa, Bakelite. General Motors. ete. 


helps the audience to concentrate on 
the subject at hand. It is a tool in 
the process of thought stimulation.” 

Mr. Ross continued his thorough 
exposition of the subject with numer- 
ous examples from visualized pres- 
S. Steel 
executive groups. These slides illus- 


entations created for Ul. 


trated most effective visual tech 
niques, visual “cliches” to avoid, the 
proper use of overlays and color to 
highlight significant ideas. They 
also presented good treatment of 
organization charts and statistical 
tables. Typical of good passages 
from his illustrated remarks was this 


passage on “forecasting 


Tips on Forecasting 
“One basic requirement in our 
charts—-and this should be accepted 
is that the plotted 
lines should be heavy. We see too 


more universally 


many charts which have anemic 
The thickness of the 


(CONTINUED ON THE NEXT PAGE) 
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Winners of National Safety Film Awards 
Receive Plaques During Annual Congress 


® The year’s best safety mo 
tion pictures were honored dur 
ing the recent National Safety 
Chicago's Hilton 
Hotel when O. H. Coelln, pub 


lisher of Business SCREEN made 


Congress at 


the formal presentation of 
plaques in a. special evening 
behalf of the 


National Committee on Films 
for Safety. 


ceremony on 


ABOVE: 
J ogue-W right studios, pro 
ducer of “Word of Honor” 
witnessed award with (right) 
R. M. Hough, Modern Talk 
ing Picture v.p., distributor 
of prize-winning film. 


George Recker. 


ABOVE: 


partment, 


Godfrey Hl. Miller, man- 


ager, Shows and Displays De- 


Kaiser Hw illy s Corpo- 


ration di splays plaque received 


for “Word of Honor” film. 


ABOVE : ( ol. Vv. Ss. Vood, 
(right) Sth Army Signal Officer 
received plaque for Army pro- 
duction of “On Post Safety.” 


Lert: Dick Bennett (NAAMIC) 
recetwes plaque lor “Dark Daze” 
from O. HH. Coelln. 


Betow: (1. to r. front row) O. H. Coelln, Mrs. Anne L. Lachner, Blue 


Cross pr. director; M. F. 


Biancardi, member A-l 


Committee, 


National Safety Council; (back row) Joseph E. Havenner, mgr. Pub- 


lic Safety Dept. 
tuto. Assn.; Col. M.S. Moody, Sth 


tuto. Club of So. Cal.; Harold O. Carlton, Amer. 


trmy: Paul W. Eberhardt, vice- 


pres, Walter Kidde Company; and Godfrey 1, Miller, Kaiser-W illys. 





IAVA AT PITTSBURGH 
(CONTINUED FROM PRECEDING PAGE} 
plotted line does not interfere with 
the accuracy of a graph.” 

Color techniques were particularly 
effective, including a series of slides 
with vari-colored bar charts, a slide 
with three-dimensional setups with 
the bars made of painted wood strips 
placed against plate glass and an- 
other simple Woolworth 
toys that gave an otherwise prosaic 
subject that added “lift.” 


“We often start visual planning in 


utilizing 


a session with the research analyst 
at which he briefly describes the 
problem. Let’s say we “kick the sub- 
ject around.” In such a session we 
may make some thumbnail sketches: 
and, as the visuals connect, we wind 
up with the outline. Thus, the vis- 
ualization 
thinking. 


Use All Types of Visuals 


Summarizing his presentation, Mr. 


helps to pinpoint the 


Ross said: 

“We try to utilize every means of 
visual and audio communications for 
our management presentations, even 
motion pictures using magnetic 
sound recording with film footage se- 
lected from existing films. Yes, mo- 
tion pictures can be used for man- 
agement presentations, but how 
often does the analyst complete a 
management report so far ahead of 
its use that he can give the produc- 
tion staff time to make an original 
movie ? 
utilize 35mm 
filmstrips, but only where the se- 
quence of the presentation is solidly 


“Occasionally, we 


established. Individual slides always 
will afford the opportunity for edit- 
ing the presentation to the needs of 
a particular audience, because slides 
can easily be omitted, or added. 
With filmstrip as you know the com- 
plete strip has to be rephotographed 
for any change. 

“For some kinds of jobs which 
have subject matter that is relatively 
timeless, with a prospect of being 
used before many audiences, a mo- 
tion picture would probably be the 
answer, 

“There is hardly today any man- 
agement presentation in U. S. Steel 

be it on organization, personnel, 
engineering, market development, or 
any other phase of management ac- 
tivity—in which a visual presenta- 
tion does not play an important part, 
in attracting and interesting the 
management 


group; in bringing 


about understanding by manage- 
ment; in conveying an honest and 
accurate impression; and, most im- 
portant, in laying the groundwork 
for a better informed, and more 
constructive discussion. a 


SAFETY WINNERS 


| ean PRESENTATION of  en- 

graved plaques, signifying the 
highest honors given their films by 
the National Committee on Films 
for Safety was made to nine first 
place winners during the 
National Safety 
cago. The plaques were presented 
on behalf of the committee by O. H. 
Coelln, editor and publisher of 
BUSINESS SCREEN, in the absence of 
John B. MeCullough. chairman of 
the group. 

The plaque for fire safety films 
went to the Walter Kidde Company, 
sponsor of Not Too Hot to Handle, 
produced by The Jam Handy Or- 
ganization. Mickey's Big Chance, 
produced by F. K. Rockett Co. for 
the American Automobile Assn. 
Foundation for Traffic Safety was a 
traflic safety winner, together with 
Word of Honor, sponsored by 
Kaiser- Willys and produced by 
Vogue-Wright Studios. 

Another Vogue-Wright film, Dark 
Daze was a plaque winner for the 
National Association of Automotive 
Mutual Insurance Cos. in the field 
of traffic safety films. Safe Every 
Second, produced by Gene K. Wal- 
ker for Standard Stations. Inc. was 
an occupational safety winner. 

Sarra, Inc., producers of Pick 
Your Safety Target, shared honors 
with the National Safety Council for 
the best sound slidefilm on occupa- 
tional safety and You Can Take It 
With You, produced by Dallas Jones 
Productions was another winner in 
this subject class. 

On Post Safety, produced by the 
U. S. Army Signal Corps was top 


recent 
Congress in Chi- 


choice for military post safety films; 
the school safety film. The School 
Safety Committee, produced by Sid 
Davis for the Auto. Club of South- 
ern California won that plaque. 
Final winner was Hands Off, pro- 
duced at lowa State College for the 
Blue Cross and Blue Shield organ- 
izations of that state (see pictures at 


left). Mg 


CORNELL president J. Milton Salz- 
burg (left below) with Dr. Cary 
Middlecoff and Jimmy Demaret, 
stars of new TV golf series and 
David B. Dash, Cornell v.p. 
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LOS ANGELES AD CLUB HOLDS A 3-D LUNCHEON 


LOS ANGELES 
WEWBER Ot | hy 





Propucer RapHaet G. Woirr told members of 
Los Angeles’ Ad Club of 3-D innovations. 


ie TROLLED THREE-DIMENSION 
A color motion pictures in l6mm, 
presenting the ultimate in realism 
and startling effects, were unveiled 
last month before an overflow crowd 
of members and guests of the Los 
Angeles Advertising Club which held 
a special “3-D Day” luncheon at the 
Hotel Statler on October 27. 

Raphael G. Wolff, president of 
RK. G. Wolff Studios and creator of 
the new stereo-color methods. was 
principal speaker of the day and in- 
troduced the ad club guests to a 
“new two-eyed world of motion pic- 
tures” on the 3-D screen. Significant 
passages from Mr. Wolff’s address 
revealed the progress he and _ his 
associates have made: 

“We feel that 3-D is far more 
valuable for advertising pictures 
than for theatrical films.” he de- 
clared. “More than six years ago we 
first began developing our special 
stereoscopic motion picture equip- 
ment. 

“It took us until a few months ago 
to complete a camera device for 


lomm film which can really control 
this medium. The really important 
contribution of this medium is the 
unique sense of presence— or sensa- 
tion of actuality that 3-D viewing 
creates, 

“The effect of realism in 3-D 
makes a more lasting impression. 
This is certainly to be desired in tell- 
ing a product story. The same thing 
also applies to any message that a 
commercial sponsor wants to im- 
part.” 

According to Mr. Wolff, the cost 
of a 3-D motion picture amounts to 
more than just the cost of extra film 
stock but either right or left eye 
images make a perfectly good flat 
film for subsequent showings or re- 
lease where stereo projection is not 
practical. Most films can be planned 
to be effective in either medium. 

Cooperation of RCA-Victor Divi- 
sion projection experts helped bring 
a remarkable degree of stereo fidel- 
ity and color brilliance to the Statler 
screen. All in all. Los Angeles’ ad 


clubbers had a big day! yy 


AMONG THOSE Present (1. to r.) Harry Gilliland, Bill Petersen of Pruden- 
tial Insurance Co.; W. H. McCallum, v.p. Modern Talking Picture Service, 
Inc.; J. J. Hennessey, W est-Marquis, Inc.; A. P. Endres, General Petroleum 


Corp.; 





{llan Paul, advertising mgr., Gladding McBean & Co. 








Crus Presipent ano Honorep Guests at the October 27 luncheon pictured 
(l. to r.) above: Leland A. Phillips, club president; Margot Mallory, adver 
tising mgr. of Cole of California; Martin F. Bennet, RCA western regional 
mgr. (RCA-Victor Div.); and Douglas Young of Taggart & Young agency. 





THe S.R.O. Sign Was Up as members and guests of the Los Angeles Ad Club 
assembled for the 3-D Day luncheon where a new demonstration film of 


controlled l6mm stereo color was unveiled. 


INrRA-Rep Aupience Scene made during 3-D presentation as the first con 
trolled 3-D lo6mm motion pictures were unveiled by R. G. Wolff studios at 


Los Ingeles Club's “3-D Day.” 


outdoor and interior sequences, 


Films were in stereo color, included both 


| 
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= HISTORIES 


| 


BESEERSREREE 


OF RECENT BUSINESS PICTURES 


“Via Port of New York” Shows 
District as Hub of World Trade 
Port of New York Authority. 


Tithe: Via Port of New York, 27 
produced by The Princeton Film Center, Inc. 


Sponsor: The 


min.. 


®& This new film will form an important part 
of the New York Port Authority’s trade 
tion program designed to show shippers through- 
out the world how the Port of New York speeds 
the flow of world commerce. It points out that 
the New York-New Jersey Port offers the 


est concentration in the 


greal- 
world of agen ies, ex- 
perts and land, sea and air facilities serving the 
shipper and traveler. 

The film, which was produced from a script 
by Oeveste Granducci, is a tribute in pictures 
to the people who operate the Port. It is also 
an acknowledgement of the contribution of the 
hundreds of thousands of people in the office 
buildings whose work makes possible the Port’s 
flow of commerce. Via Port of New York de- 
picts the Port District of New Jersey and New 
York as the business and financial center of the 
nation, as a vast consumer market and manu- 
facturing area and as the center for the end- 
materials. 

Animated sequences in the film liken the New 
York-New Jersey Port to a freight platform 
handling than 200,000,000 tons of com- 
annually, Sections of the are de- 
voted to efforts of the personnel and equipment 
of the airlines, 
trucks which 
immense amount of goods. 


less movement of goods and raw 


more 
merce film 
railroads and 
and out the Port this 
Other sections of the 
picture show the cargoes these carriers handle, 
the terminals provided for their operations and 
the unique and unusual methods used to obtain 


steamship lines, 
carry in 


speed, efficiency and economy. In 
fashion, the film 
the Port but Tough Anastasia, 
an important omission, these days. 
Via Port of New York will be available with 


out charge to 


kaleidoscope 


covers almost everything in 


Tony which is 


export-import shipper 


trade and transportation associations, civic, 
fraternal clubs as well 


groups, 
serv: 
ice and as to colleges, 
high schools, church groups and service organ- 
izations through the United World 
Films, Inc. have 
been prepared for use abroad. a 


distributor, 


Foreign language versions 





color, 


Life Magazine Documents Media 


Research Methods for Space Buyers 


Sponsor: Life Magazine. 
Title: A Study of Four Media, 14 
produced by Transfilm Incorporated. 


*% Life footed the bill for 


one of the most extensive media research jobs 


min., color, 


Magazine recently 


ever conducted. For 18 months. crews of in- 


Alfred Politz 


Inc. talked to people all over the country, se- 


terviewers working for Research, 


about what 
what magazines and news- 


lected as a statistically exact sample, 
TV shows they saw, 
papers they read and what radio programs they 
listened to. 

When the results were announced last spring, 
radio and TV people, in particular, rose up in 
Probably 
Life had 


to document why 


mighty wrath to dispute the findings. 
in preparation for this controversy, 
prepared a film in advance 
the study was undertaken and how it was con- 
ducted. 
Without 
which the 


study 


results, 
film doesn’t cover, the methods of the 
at least on this look, 
fair, impartial and impeccably scrupulous. The 


comment on the research 


seem, to have been 
film gets this point across, without adopting a 
holier-than-thou attitude, by cornballing the 
wacky, 
story to a 


pitch 


funny, animated bird who de- 
livers the 
credulous, space 


It would take 


with a 
patient, if sometimes in- 
buyer. 

psychologist to discover why 
toucan (narrated by 
Stander) should be more believable in 
this case Westbrook Van Voorhis 
it seems to work out that way. 
little 


gravel-voiced 
Lionel 
than, say, 
would be, but 
This eager-beavet bird, you might say, is 
really leveling. 
Life started the 
sales staff at regional conferences held 
It will probably later be 
used to soften up buyers to receive and ponder 
the heavier facts and figures of the survey. 


film rolling by showing it to 
its own 


around the country. 


Pleasure Boat Makers Promote 
Travel Urge in Three Color Pictures 
Sponsor: National Association of Engine and 
Boat Manufacturers. 


Title: Cruising the Keys, 13% min., 
produced by Victor Kayfetz Productions. 


color, 


* This is the third motion picture in a 13- 
“Water World” 


ing designed for television and group showings. 


unit series on recreational boat- 
It is a documentary story of two couples vaca- 
luxurious 42-foot 
southern from Miami Beach southwest 
through the Florida Keys to Key West. 

The adventures of Skipper Bernie Cumes and 
include a battle of the 
a lady angler outdoes the men in a deep sea 


tioning aboard a cruiser in 


waters 


his crew sexes when 
spearfishing ex- 
of the Gulf Stream is 
underwater camera. Another 
vacationers feeding playful 
high-jumping porpoises and looking at some 
turtles. 
Cruising the 


fishing sequence. A “frogman’s” 


pedition in the waters 
caught by an 
sequence shows the 
giant 
available color 
for showings to boating clubs, civic groups and 
B/w distribution for 
release. available from 


Keys is now 
schools. prints are in 


television They are 


NAEBM’s headquarters at 420 Lexington Ave- 
nue, New York. 

Previously released in the series were Sea 
Fever and Holiday Afloat. These films have 
a'ready appeared on television and are being 
used by recreational and civic groups through- 
out the country. Shortly to be released is Fishing 
USA, rod and reel action in fresh and salt water 
from coast to coast. 


Pan American’s “Log of a Captain” 


Helps Skippers “Get” Human Relations 


Sponsor: American World 
Title: Log of a Captain, 15 min.. color, 
duced by Henry Strauss & Co., Ine. 

* This clever film is a part of the long range 
Pan American World Airways training program, 
which is now rounding out its first year of 
(The plans and basic concepts of 
the $500,000 program were described in Bust- 
NESS SCREEN last year [Volume XII, No. 8 
and a complete progress report on results to 

date will be carried in the next issue.) 

Log of a Captain, with tongue firmly planted 
in cheek, is dedicated to “The Silent Captains 
of the Flying Clippers.” The point of this is 
that although all PAA’s pilots are past-masters 
of the technical aspects of their jobs and ex- 
perienced men who know flying as few men have 
ever known it, not every pilot has mastered 
another part of his job—human relations. 
“silent” captains forget that passengers’ 
eties on a first flight, or sense of security 
flight 
friendly 
of the plane by the 
members 


Pan Airways. 


pro- 


operation. 


Some 
anxi- 
and 
well-being on any can depend on the 
visit down the aisle 
captain, himself. Other 
do a good job of tending to 
comforts and needs, 


calm, reassuring, 


crew 
passengers” but no one can 
make the passenger feel as secure as the captain. 

PAA’s problem has been how to get pilots not 
only to make this friendly visit, but to enjoy 
it and look forward to it. The plane captain 
is a big man in the airline’s scheme of things, 
he is more than an airplane driver, he is an 
executive with heavy responsibilities. He is a 
little than a 
pusher, and the new film takes this 
into account. 

No movie is going to push any PAA pilot 
around, and Heaven help one that preaches to 
him. It will get awfully short shrift. Log of 
a Captain makes its point by joining the plane 
captain’s point of view and laughing with him 
at the experiences of one of his own kind, 
“silent” pilot who made his way in the world 
from boyhood on by doing, not talking. In the 
film he gradually comes to the conclusion that 
he probably ought to talk to the passengers, 
and once started, finds that he enjoys it. 

Log of a Captain would have been difficult 
or impossible to do with live action. In semi- 
animation, as it is presented, it never frowns— 
but laughs, and never preaches—but persuades, 
and mighty effectively. 


harder to “persuade” baggage- 


fact well 


BUSINESS SCREEN MAGAZINE 













ha 


Mitchell? 


Bell &' Howell? 








Eclair? 





It’s not the equipment... but MPO 


the men behind the camera who make. PRODUCTIONS, Inc 


15 EAST S3rd STREET 


the picture that counts! oe ane 8 
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= CASE HISTORIES 


OF NEW SPONSORED PICTURES 


The Miracle of Photosynthesis 


Depicted in Plant Food Couneil Film 


Sponsor: The American Plant Food Council, Ine 

Tithe: Making the Most of a Miracle, 27 min.. 
color, produced by Audio Productions, Ine 

*® The “miracle.” in this new agricultural sub 

ject, is photosynthesis, the formation of carbo 

the basic food of life 


elements and water under the influence of light 


hydrates from essential 
It’s a subject as big as life, and the film explores 
it with considerable skill——in making it under 
standable; and beauty—-in making it enjoyable. 


The picture opens by picturing several scenes 


representing man’s highest ideals of beauty the 


mountains, brooks, sea and great waterfalls. It 
relates them to man’s achievements in transform 
ing the world around him to meet his needs. He 
makes so many things he uses, but he cannot 
make food. He can, at best, aid nature by sup 
plying a favorable environment for the transfor- 
mation of natural elements into living. and life 
giving food. 


How Man Helps Plant Growth 


Making the Most of a Miracle demonstrates 
how man can help plant growth by showing, in 
animation, what a plant needs to grow, how it 
starts from seed, and how it transforms soil, ait 
and water into a perfect balance. Striking time 
lapse photography depicts such scenes as the 
growth of a corn ear, a cotton boll and the flower 
ing of hemerocallis and amaryllis. 

The American Plant Food Council, which rep 
resents many of the leading producers of chemi 
cal fertilizers, has been pretty careful not to make 
this film a sales tool or even an educational proj 
ect in the promotion of fertilizers. It does say 
that you can’t take away from the soil without 
giving back the elements it needs. The film fully 
demonstrates the importance of tilth and othe1 
conditions besides the necessary chemical ele 
menis, and, without controversy, authoritatively 
scotches the notion that the basic form of the ne« 
essary added soil elements is a more important 
factor than their quantity or balanced composi 
tion. One of the best scenes shows a man planting 
his seed in the spring, full of “faith and hope 
reborn.” This 
spirit of the film. 


the miracle of growth—is the 


Council Supplies Prints on Reques: 


Making the Most of a Miracle, which was 


photographed all over America’s farm lands, and 
mpalufy by Hans E. Mandell of Audio Produe- 
jatisy Mting made available for bookings to all 


Mtural schools and colleges, farm groups and 


iment stations and, of course, general audi- 
Y afeker they can be obtained. The spon 
pivrigan Plant Food Council, Inc., 910 17th 
CWS Vashington 6, D. C., is handling all 
ples dilrect. \ 
ABhdagtyfaun audiences were naturally in 
sing the film and arranging for its 
yone with a garden—or a pot of 


kd find a lot of interest in it. & 


Employee Communication and the Screen 


Model Medical Plan and Facilities 
Shown in Endicott-Johnson Film 


Sponsor: Endicott Johnson Shoe Corp. 
Title: The E-J Medical Plan, 27 min., color, pro- 
duced by Victor Kayfetz Productions. Inc. 


*% Johnson City, New York, the home of the big 
shoe manufacturer who made this film, is a “plant 
town.” It has been said that the company is the 
town and vice versa. Either way you might look 
at it, it seems to be a good working arrangement, 


and the £-J Medical Plan can well be used a 
exhibit A. 

One night recently, 1,635 employees of Endi- 
cott Johnson got together for the first of a series 
of unique banquets—a big ham dinner with all 
the trimmings to see themselves as actors (and 
500 of them really were) in a new film the com- 
pany has made about the plan and the new Wilson 
Memorial Hospital, now serving the community. 
On hand were President Charles F. Johnson, Jr.. 
acting as host, and produc er Victor Kayfetz, who 
explained some of the movie “tricks” used in the 
film and told some anecdotes about its making. 


sd es ee : 
Film Follows Personal Tour Pattern 


The E-J Medical Plan sets up a corridor-by- 
corridor view of the modern new hospital, includ- 
ing a mock operation of abdominal surgery, and 
the delivery of a bounce ing baby boy, who yowls 
in great health —in actual live sound. 

The decision to have the film produced was 
based on the SUCCESS of a number of personal tours 
to show executives and supervisory personnel of 
the company the workings of the E-J Medical 
Plan at the Wilson Memorial Hospital. The tours 
made each Saturday morning took nearly four 
hours and covered an estimated five miles of cor- 
ridor. Even so, many of the visitors wanted to 
return the following week and bring their fam- 
ilies to take a look behind the scenes of the hos- 
pital which covers them under the company-wide 
medical plan. 


Showing to All Company Personnel 


To conduct tours for over 25,000 employees 
would have taken well over five years. Mr. John- 
son and Robert L. Eckelberger, administrator of 
the hospital, therefore chose the motion picture 
method as the more practical alternative. 

With the completion of the film, the more than 
25,000 employees and members of their families, 
at weekly banquets throughout the year, will see 
“behind the scenes” of their medical plan with 
considerable less wear and tear on their feet. 
Although, it might be said that this is a fine town 
to worry about saving shoe leather. 


President Shares Audience Enthusiasm 


After attending several of these banquets-with- 
film, Mr. Johnson said, “The more we see this 
picture, the more convinced we are that this is 
an outstanding presentation and the comments we 
are receiving from those who have seen it bear 
this out. | am sure that it will create a lot of in- 
terest as we continue to show it at our dinners 
this winter and will go a long way towards keep- 
ing our workers better informed as to just how 
much the hospital means to them and what we 
are doing for their benefit.” a 








American Airlines “The Big Vacation” 
Joins Extensive Library of Pictures 


Sponsor: American Airlines, Inc. 
Title: The Big Vacation, 25 min., color, pro- 
duced by Dynamic Films, Inc. 


*® American Airlines is in the process of build- 
ing an extensive library of films depicting the 
many vacations areas of the U.S. and Mexico 
served by the airline. This is not only an in- 
stitutional gesture, for the films are well put 
together and fun to see, but a downright good 
business investment. 

One AA film, Viva Mexico, of a year or so 
ago, actually paid for itself within a few weeks 
after its release and has been doing yeoman 
service ever since. Viva Mexico, when shown 
to conductors of intra-company contests for a 
large automobile company and an office equip- 
ment concern, was largely responsible for mak- 
ing all-expense trips to Mexico, via American 
Airlines, the prizes in the contests. 

The latest American Airlines film takes the 
audience on a visit to California and tours the 
state from the desert of Palm Springs to the 
snow-capped Sierras. The camera follows a 
young vacationing couple along the Camino 
Real and the “circle of enchantment.” a 17- 
mile trip around the Monterey peninsula. The 
route is bordered by the Pacific ocean where 
seascapes dazzle the eye at every turn in the 
road, and ancient Spanish missions stand in 
contrast to the rugged landscape. 

The film proves that “there is something for 
everyone” in California. For surf-bathing en- 
thusiasts there are beaches of Laguna and 
Malibu; for sportsmen, the blue fishing waters 
of Arrowhead and Big Bear Lakes; golf at 
Pebble Beach, sailing on the Balboa channel 
and tennis a LaJolla; for ski fans there is Snow 
Valley at Mt. Wilson, and for the sightseer 
such wonders as Santa Monica, Yosemite, Holly- 
wood and San Francisco. 

The Big Vacation is being released on free 


Oo 
Dp 


loan to clubs, television stations, churches, in- 
dustrial plants and other adult organizations 
through branch libraries of Association Films. 


Navy Releases “Operation 
Tinkertoy” for Industry Use 
*% Navy release of Operation Tinker- 
toy. 16mm sound film story of latest 
methods in electronic 
manufacture, has now made this pic- 
ture available for company loan via 


component 


regional public information offices. 
Jay Gordon did the script for this 
“hot” film on latest industrial tech- 
niques in the electronics field. ae 
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How photography helps General Mills 


solve communications problems 


Regardless of the nature of your business, 
the problem of making your company 
properly understood by employees, custom- 
ers, stockholders, and the general public is 
an important task. The better it’s done, the 
faster a company progresses. 

For years, General Mills, Inc., Minne- 


apolis, has recognized the importance of 


good communications at all levels of con- 
tact. Every known audio-visual device is 
used to achieve better understanding, and, 
of course, photography is the key to much 
of the work. Says one company spokesman: 


“The management of General Mills has a keen 
appreciation of the film medium and other audio- 
visual aids. In the utilization of all of them, every 
effort is made to integrate each one into its pro- 
gram properly for the greatest effectiveness. 
From the most extensive motion-picture film 
to the simplest chart, audio-visual aids daily play 
a big part in employee training, public relations, 


These are but a few examples 
from the files of Kodak Audio- 
Visual Dealers showing ways 
Kodak audio-visual materials aid 





business and industry to improve 


“*Miniature’’ Cameras 


stockholder meetings, sales work, and advertising. 
“In producing both stills and movies, Kodak 
equipment and films play an important role.” 


Sound and silent 16mm. motion pictures 
are used extensively for employee training. 
In addition, many of the company films are 
made available to public schools, athletic 
coaches, nutritional experts, women’s clubs, 
and the general public. All have proved 
effective in building the stature of the 
company. 

Whether for screening silent or sound 
16mm. movies, Kodascope Pageant Sound 
Projectors answer exacting requirements 
brilliantly and economically. Seven pro- 
jector models, priced from $375, offer a 
wide choice to meet illumination or acous- 
tical situations. Ask your Kodak Audio- 
Visua! Dealer for a free demonstration. 
(Price subject to change without notice.) 


() Kodaslide Table Viewers 
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Parker Pen gets hotter spark 
with aid of high-speed camera 





Parker Pen Company had the problem of 
developing a hotter spark for lighting the 
compressed gas in their new Flaminaire 
lighter. This involved a study of the split- 
second action between various kinds of 
sparking wheels and “flint materials. The 
answer came with the aid of a Kodak High 
Speed Camera. 

Taking up to 3200 pictures a second 
on lémm. film—this versatile instrument 
slows action as much as 200 times when 
the films are projected at normal speed 
on a standard projector. By studying the 
films, Parker engineers were able to 
anolyze spork-particle propulsion and 
ignition phenomena. Result: a faster sell- 
ing lighter because of a more efficient 
and durable lighter mechanism. 


Pictures sell table lamps 
better than samples 





Here's how Merrihome Studios, a quality 
lamp manufacturer, found the answer to 
more effective selling with Kodachrome 
transparencies: 

“We design and decorate table lamps 
for exclusive decorator shops. To avoid 
shipping heavy, bulky lamps on semi- 
annual selling trips, we photograph them 
with a Kodak Pony 135 Camera on Koda- 
chrome Film and show them with a Koda- 
slide Table Viewer. We picture these 
lamps fully lighted against fine back- 
grounds, showing them to much better ad- 
vantage than we could even show a 
sample lamp. Buyers give Kodachrome 
slides much more study than they do 
actual lamps. Our Kodaslide Table View- 
er is a most persuasive ‘representative'l” 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Please send name of nearest Kodak Audio-Visual Dealer. Complete information on 
equipment checked: (] Kodascope I6mm. Pageant Sound Projectors [] Kodak 4 
| Kodak High Speed Camera. 











CASE HISTORIES 


Sponsor: Sea Train Lines, Inc. 
Title: Sea Train and the Shipper, 
21 min., color, produced by Rob- 
ert Yarnall Richie Prod., Ine. 
®& Shippers of carload lots of freight 
from the Northeast to the South 
have three choices in methods of 
shipment. By ship, as regular 
cargo; by rail freight; and by a 
perhaps not all 
about——Sea Train. 


system 
know 


shippers 


In case there are a few shippers 
don’t know 
haven't figured its advantages, Sea 
film which de- 
scribes just how the company oper- 


who about, or who 


Train has made a 


ates, 

Leaving on regular schedules from 
a New York Port terminal are six 
$4,500,000 ships loaded with some 
hundred or so freight and tank cars. 
A few days later, on a precise sched- 
ule, they are unloaded at Sea Train 
terminals at New Or- 
leans or Texas City and rolling up 


Savannah, 


the tracks to nearby destinations. 
Going right back, by the same route, 
are northbound shipments. 

What are the advantages? Time 

a load of pipes from Chester, Pen- 
sylvania to Houston goes faster via 
the Sea Train route than direct to 
destination by rail, and the arrival 
time is scheduled to the hour and 
minute, which rail freight finds hard 
to promise, according to the film. 
In addition, Sea Train service usu- 
ally costs less. Unlike ship’s cargo, 
goods loaded in freight cars can be 
sealed and undisturbed to destina- 
tion. 

The well- 
known business takes the time to ex- 
plain the Sea Train method care- 
fully. You see not one car loaded, 
but quite a few—and it’s something 
to watch. Big as they are, the cars 
go into place without a lurch, are 
then braced and jacked-up so care- 
fully they can’t budge an inch in 
any direction. A Sea Train loads a 
hundred cars—about eight million 
pounds—in exactly six hours. 

Shippers are the intended audi- 
ence for the Sea Train film, but 
other audiences should also see this 
interesting example of industry and 
ingenuity in action. a 
Ad Research Foundation Shows 
Film on Newspaper Readership 
* The Advertising Research Foun- 
dation is showing a new 20-minute 
film, Audience in lowa, to advertis- 
ing men across the country. The 
film is based on the Foundation’s 
first state-wide audience study of 
Sunday newspapers in Iowa, drama- 
tizing the study published last spring 
for the “Des Moines Sunday Regis- 
ter of that city.” 


film on this not too 


54 


FREIGHT VIA SEA TRAIN 


1S SHOWN ON SCREEN 


SS “SeaTRAIN New Jersey” is shown at the Edgewater Terminal (N.J.), a 
typical Seatrain terminal installation in the new film. 





A Winner 
for 
American 
Automobile 
Association 





producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


Bucyrus-Erie Releases Two-Fold 
Product Information Picture 

*% Digging For Your Future, a half 
hour motion picture recently an- 
nounced by Bucyrus-Erie Company, 
tells both sides of a product story 
that should be of interest to firms 
using excavators, cranes, 
equipment and drills. 

The film opens with a sequence 
showing how the sponsor’s products 
“help to shape the earth for better 
living,” 


tractor 


but the major (75%) por- 
tion is devoted to how the equip- 
ment is conceived, built, tested and 
improved. This in-plant footage was 
shot at B-E plants in South Mil- 
waukee, Wis., Erie, Pa., and Evans- 
ville, Ind. 

Representative models of the com- 
pany’s equipment are shown at the 
end of the film with further ex- 
amples of how each, in its own way, 
is “Digging for Your Future.” 

Prints are available on free loan 
from Bucyrus-Erie Co., Publicity 
Department, South Milwaukee, Wis. 

* 7 aa 
“Electronics in Action” Gives 
Glimpse into Incredible Science 
* A good glimpse into the magics 
of the electronics industry is given 
in a new 20 minute film history of 
a national manufacturer. Electron- 
ics in Action is a 16mm color sound 
motion picture story of Raytheon 
Manufacturing Company since its 
founding in 1922. 

From its title shot, superimposed 
on a view of a radar set stretching 
skyward, Electronics in Action car- 
ries the viewer into the productive 
world and applied universe of mole- 
cules and guided missiles, “think- 
ing” computers, diathermy equip- 
ment, peanut-sized vacuum tubes, 
tinier transitors, radios and tele- 
vision From mute research 
laboratory to roaring aircraft and 
swift superliner, the tempo of the 
electronic industry is played in full 
range. Westbrook Van Voorhis 
brings his March of Time narration 
to this behind-the-scenes close-up of 
the electron. 

No charge is made for Electronics 
in Action with the understanding 
that there will be no charge for ad- 
mission. Raytheon invites its dis- 
tributors, dealers, business firms, 
government agencies, Boy Scout 
units and other groups to request 
bookings. Requests should be ad- 
dressed to Public Relations Depart- 
ment, Raytheon Manufacturing 


Company, Waltham 54, Mass. 
+ 7. om 


sets. 


Ford's “Technique for Tomorrow" 
* The story of “automation” is the 
theme of a new Ford Motor Com- 
pany film Technique for Tomorrow 
now currently released for 16mm 
showings. 
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& TAPE RECORDING 


Model T-700— Brings you performance and high 
fidelity heretofore obtainable only in costly pro- 
fessional broadcast equipment. Exclusive index 
counter permits instant location of any part of 
recorded reel. Automatic “keyboard” controls. 
Full two hours play on each 7-inch reel of eras- 


it = oa BUSINESS TO USE Revere 


REVERE TAPE RECORDER—Takes dictation, records important meetings, 
speeches, inventory, production details! Reviews important points for sales or 
employee training. Permits sales staff to practice and improve sales technique. 


Doubles as an entertainer at company social affairs. 


TR-800—Same as above with built-in 
COMO eccccccccvcesececscceecsveve $277.50 
Special Studio Models—Speed 7.50 


T-10— Complete with microphone, radio attach- 
ment cord, 2 reels (one with tape) and carrying 


able, re-usable tape. Complete with microphone, COPD cvccccccccccccccseveveeseces $235.00 
radio attachment cord, 2 reels (one with tape) TR-20—Same as above with built-in 
Sry $225.00 DGncntneeeeesnds eck usacsierews $287.50 





# MOVIE PROJECTION 


REVERE “16"" SOUND PROJECTOR—Projects your sales story at its best! 

Brilliant, clear, natural picture and true ‘theater’ tone. Lightweight and exceptionally 
compact—for easy portability from company to company. So easy to thread 

and operate—your beginning salesman will use it like an expert! 

750-watt lamp brilliance; fast 2-inch F/ 1.6 coated lens. Complete with speaker- 
$325.00 


carrying case and cord, take-up reel, 1600’ reel extension arm, instructions. 





¥ SOUND MOVIES 


REVERE SOUND-MOVIE SYNCHRO-TAPE—Increases the value of your 

old silent films—by adding sound. Use films again and again by changing the 
message to fit each new business situation. Make revisions quickly, easily. 
Revere Sound-Movie Synchro-Tape is especially designed to enable you to 
synchronize picture and sound perfectly. One 5” reel provides sound for 


800 feet of 8mm film or 1600 feet of 16mm film. Complete with 





Synchro-Reflector, directions. Per reel, $7.85 





RECORDING REVERE CAMERA COMPANY 


CHICAGO 16, I}LLINO'ES 


Re Vere 


AND SOUND EQUIPMENT 
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“Forging in Closed Dies" Delivers 
Visual Story of a Key Industry 
* Despite the fact that modern drop 
forging is infinitely noisier than its 
anvil-banging forerunner, the village 
smith, the trade feels the need to 
beat a drum, For all its mighty 
labors, the drop forge’s duty con 
fines it to forming component parts 
rather than the finished product and 
the ring of its performance often 
is lost in the acclaim of marketable 
goods 

To give the drop forge its due 
the Drop Forging Association, na 
tional trade organization, recently 
held a premiere in Cleveland for 
its ambitious $50,000 production, 
Forging in Closed Dies, The film 
a 33-minute sound and color nai 
rative, took a 10-year “hammering” 
into final shape. Beginning as an 
idea in the mid-forties, it was fash 
ioned through approval, financing 
and seripting under the direction 
of a committee drawn from several! 
national drop forge interests. More 
than 80 colleges and universities 
participated. In October, 1952, Paul 
Hance Productions, Inc., New York 


began the on location filming. 


Shows Closed Die Process 
Opening, in deference, with a shot 
of the classical smith and to show 
the anvil com eplion of the modern 
carefully made die, 
Closed Dies moves into the towering 


Forging in 


tasks the hammer does as it shapes 
hot metal with swift prec ision. The 
film essentially is an introduction 
to the closed die process as practiced 
in commercial forging plants which 
last year produced 1.200.000 tons 
of finished forgings. 

Scenes taken in some 14 different 
member plants show steam and ait 
lift hammers, board hammers, and 
mechanical and hydraulic forging 
presses in action. Sampling other 
activity typical of the more than 
2,300 primary units the industry has 
in operation, Forging in Closed Dies 
includes descriptive sequences of 
“('psetters” or forging machines, a 
die room account of the cutting and 
preparation of a die; heating and 
cleaning operations. 


Closes on Jet Sequence 

Examples of familiar forgings are 
shown in process and completion 
crankshafts and dental tools are 
pummeled into shape. Marking the 
entire process from steelyard to die 
making, to finished drop forge, the 
film leaves the clanging, dusty shops 
for a jet plane finish in the wild 
blue yonder. This is to let the viewer 
know that jet engines contain more 
forgings than any 
nism. 

Prints of Forging in Closed Dies 


other mecha- 


The 


Commercial Newsreel 


NOTES ABOUT FILM PROGRAMS OF THE CURRENT PERIOD 


are being purchased by members of 
the Drop Forging Association for 
use in their own sales promotion. A 
number of prints are available for 
technical societies, college engineer 
ing classes, purchasing agents, and 
They are advised 
to the office of the Drop 
Forging Association, 605 
Bidg.. Cleveland 15, Ohio. 


similar groups 
to write 


% 


“Piercing the Unknown" Points Up 
Importance of Electronic Brain 

* No evolution of the electronic era 
has been more spell-binding than 
the growth of externalized, stream- 


lined mental equipment. Piercing 


the Unknown, a new 16 mm color, 
sound motion picture traces the de- 
velopment of computing devices up 
through the IBM Electronic Data 
Processing Machine. the latest elec- 
“brain.” 

The film makes the point that 
these mechanical thinking caps, with 


tronic 


their undozing ability to solve math- 
ematical problems and cope with re- 
petitive data, free men’s minds for 
creative thinking. The narrator tells 
how the computers can answer ques- 
tions in aircraft design, ballistics, 
chemistry, nuclear physics, and 
other fields of pure and applied sei- 
ence in man-hours instead of man- 


years. He explains how commer- 





SOUND 





Je ° °) 
Suce ABO... 


DE FRENES © 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Rittennouse 6-1686 


Drodlacers Yi 
Mehion Ditives 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 








cial electronic calculators are ap- 
plied to the problems of business 
and industry. 

Sequences of early calculators and 
written memory devices emphasize 
the startling progress that has been 
made in the computer field within 
the last few particularly 
since 1946 when electronic circuits 


years 


were first used for computing and 
control. 

Produced for International Busi- 
ness Machines Corporation by the 
Raphael G. Wolff Studios of Holly- 
wood, the 22-minute film combines 
color and a discreet musical back- 
ground to balance the commentary. 
Piercing the Unknown may be bor- 
rowed free of charge through any 
IBM branch office, or write, stating 
dates, to the Department of Edu- 
cation, International Business Ma- 
chines Corp., Edicott, New York. 


* tr * 


Mel Allen Stars in 15-Min. Film 

To Promote Outboard Motor Sales 
* Sportscaster Mel Allen will star in 
a 15-minute color motion picture to 
aid dealers and sales personnel in 
the coming year for the Evinrude 
Motors Company. Produced by 
Sarra, Inc., through Cramer-Krass- 
let, Milwaukee advertising agency, 
the film will initiate the company’s 
nationwide advertising and promo- 
tion campaign for the 1954 line of 
outboard motors. 

Roger LeGrand, television direc- 
tor, is supervising for the agency. 
The sales promotion scenario was 
written by Wayne A. Langston. Pro- 
duction is being supervised by Jo- 
seph G. Betzer and Harry W. Lange 
of Sarra. 

* * a 
Planting-to-Public Chronicle of 
Texas Rose Industry Told in Film 
* East Texas is as respectful of its 
roses as the Lone Star State is proud 
of its cotton, oil, and steers if a new 
25 minute, sound and color film 
sponsored by Consolidated Nurseries 
in Tyler, Texas, is an indication. 
Home of the “Rose Garden of 
America,” this region grows and 
sells over two-thirds of the world’s 
commercial rose crops, according to 
the film. The nurseries handle 10 
million rosebushes annually. 

To make the Texas Rose Indus- 
try film, cameramen from Channing 
Productions, Inc., visited the rose- 
beds for a year to capture the plant 
ing. budding and harvesting seasons 
in action. The film covers the in- 
dustry from the time the first bud- 
wood cuttings are planted to the 
final retail sale. There are se- 
quences on planting, cultivating, 
harvesting, grading, cold storage, 
processing and packaging, distribu- 
tion and sale. 
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NOW, A DUAL-PURPOSE AURICON “SUPER 1200” CAMERA 
with TeveVision-Transcription IV-T” SHUTTER. ... 


...designed for Kinescope Recording...and shoots regular Live Action 
16mm Sound-On-Film Talking-Pictures without any Camera modification 
or change in the “TV-T” Shutter! The Auricon “Super 1200’ Camera can 
Kinescope Record a continuous 30 minute show using 1200 foot film 
magazines. The “TV-T” Recording Shutter (Patent applied for March, 1949) 
works equally well with negative-positive or reversal film. This Dual-Purpose 
“TV-T” Shutter is also available for the “Auricon-Pro” and “Cine-Voice” 
Cameras. Write today for information and prices. 


Auricon Cameras with “TV-T" Shutter are sold... 
(1))Without sound for “TV-T” Kinescope Recording of picture only. 


(2)with Single-System Sound-On-Film for “TV-T” Kinescope Recording of 
picture and sound-track on same film at same time. 


(3 )For Variable-Area OR Variable-Density Sound-On-Film “TV-T” Recording. 


Auricon 50 ft. Kinescope “TV-T” Demonstration Films are available on loan to 
TV Station Managers and TV Film Producers. Please request on your letterhead. 
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USE AURICON “TV-T” KINESCOPES FOR: 


+« DELAYED RE-BROADCASTING 
+< SPONSOR PRESENTATIONS 
4+< COMPETITION CHECKS 
+ PILOT KINESCOPES 
4 SHOW-CASE FILMS 
+ FILM LIBRARY 
+ (“HOT KINES” 
+ AIR CHECKS 
Auricon 16 mm Sound-On-Film Cameras are sold 


with a 30-day money-back guarantee. You must 
be satisfied! 


BERNDT-BACH, INC. 


7387 Beverly Bivd., Los Angeles 36, Calif. 
rN f veh a eon re 
3 {oc Me! 

































SIGHT / SOUND 


IN VISUAL DISPLAY 


bbe au. DispLays, featured in 
Business SCREEN’S recent “port 
folio of ideas,” continue to merit 
the full attention of business and 





industry for sales promotion, em- 
ployee communication and a host of 
other useful tasks 
New equipment and new applica- 
tions of current models regularly 
suggest better ways to put across 
important sales and promotion mes 
sages at the point-of-sale, at con- 
ventions and trade shows, and in 
other merchandising and communi- 
cation roles. 
As a part of a continuing effort 
; to stimulate ideas, BUSINESS SCREEN 
; continues these reports on new visual 
tools which deliver sales results 
through sight/sound impact. 


Walter Kidde Exhibit Features 
; Color Show at Safety Congress 


* A color “television” cabinet in 
the Walter Kidde Company booth 
: during the recent National Safety 
Congress in Chicago attracted a lot 
of attention as it showed Kidde’s 
award winning film 7'00 Hot to Han- 
dle continuously and in full color. 









The secret was not color television, 
but rather a display device devel- 
oped by the Triangle Continuous 
Projector Company. This unit will 
continuously exhibit 16mm films for 
as long as 200 hours-—according to 













the longest test to date with only 
occasional attention from an opera- 
tor. 

Incorporating a Bell and Howell 
“guaranteed for life” projector unit, 
the Triangle has several unique fea- 
tures which contribute to trouble 
free, long run operation, 

Humidification control keeps the 
film pliable and flat by replacing 
moisture as fast as the projection 
lamp takes it away. A “floating” 
coil of film, ingeniously driven at 
the edge of the film rather than 
through the sproc ket holes, elimi- 





nates pressure, tension or snub- 






bing anywhere in the coil or loop. 


Cotor TV? Cabinet at right was 
real attraction at Kidde exhibit. 













Wate Ridee 
“ 


empany tn 












Hetpinc Paint Sates CLerk visualize the product is the Tel-A-Story auto- 
matic display projector in use above. Using 12 35mm transparencies and 
projecting directly to a 156 square-inch screen, this self-contained unit 
changes pictures every six seconds, 


750-watt illumination gives 25-pound 
projector bright picture Jor counter or window location. Cost: $149.50. 








“YES...BUT... 
HOW MUCH?” 


DOES THAT QUESTION THROW 
YOUR SALESMEN FOR A LOOP? 


IS PRICE OBJECTION THEIR FAVOR- 
ITE ALIBI FOR LOST SALES? 


If so, you can squelch that with... 


“PRIDE IN PRICE 


“Pride in Price” is only one of the eight 
outstanding sound slidefilm subjects in our 
AGGRESSIVE SELLING program . . . a pro- 
gram designed specifically to aid manage- 
ment in developing the attitudes and tech- 
niques that salesmen must have to succeed 
in today’s competitive market. 


Write for details of how you may obtain a preview 


ADDRESS REQUESTS TO: 


Rocket Pictures, IJuc. 


6108 SANTA MONICA BLVD. 


HOLLYWOOD 38, CALIFORNIA 








BUSINESS 


A series of automatic safety controls 
immediately stop the machine should 
a splice break, or should the film 
lose its loop. 

sesides the television cabinet, the 
Triangle projector is available in a 
portable 55-pound case for salesmen, 
or a knock-down console floor model. 

Possible controls include push 
button stopping and starting at the 
will of the viewer, automatic stop 
at the end of the film, or continuous 
operation. 

273 of these machines are cur- 
rently in use in veterans hospitals 
throughout the UL. S. taking motion 
picture entertainment from ward to 
ward. Other units are in Chicago’s 
Museum of Science and Industry, in 
sales rooms, plant rest rooms and a 
variety of other display areas. 

A high quality {/1.5 13mm lens 
gives bright enough illumination for 
an audience of about 25 in a well- 
lit room. A variety of models, em- 
ploying magnetic or optical sound, 
offer screen sizes of 9 by 12 inches 
or 13 by 18 inches. Prices range 


from $880 to about $1400. ie 


Here's THE Works of the Triangle 
projection unit for Kidde exhibit. 





Port-A-Stage Gives Business 
Top Showmanship for Displays 


* A portable setting for large-scale 
displays or exhibits is available from 
the Commercial Picture Equipment 
Company in Chicago. Tailor-made 
to meet specific needs, such “Port- 
A-Stages” can include stagettes with 
draw curtains and flood lights, and 
complete equipment for motion pic- 
ture projection. 

For a National Dairy Products 
Corporation regional sales meeting, 
four stagettes plus projection equip- 
ment for 3-D pictures were packed 
in 40 suitcases. Six men could set it 
up in three hours. 

Each booth consisted of three col- 
lapsible aluminum frames. Snapped 
to the frames were backdrops, vel- 
veteen valance conceiling flood 
lights, and draw curtain. A com- 
plete booth, 16 feet long, 10 feet high 
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and 7 feet deep can be packed in 
four suitcases weighing less than 50 
pounds each. 

These units can be employed 
situations where elaborate exhibits 
are required for short runs. Cost 
can be as little as one fourth that of 
constructing a similar setting on the 


spot. ay 


— << 
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Easily portable, yet powerful and 
foolproof is Viewlex’ 





“Viewmatic.” 


Continuous Color Slide Showing 
With Magazine-Fed “Viewmatic”’ 
* Magazine-fed, 
projection for 35mm color transpar- 


continuous _ slide 


with variable timing control, 


encies, 
is offered via the Viewlex “View- 
matic” projector. 


exhibits the 
Viewmatie will operate continuously, 
intervals of 
drilliant 
illumination, which can be adjusted, 


For displays and 
showing 30 slides at 
from one to 60 seconds. 


permits use in lighted areas, and a 
quiet cooling fan helps assure trou- 
The screen dark- 


ens automatically between slides for 


ble free operation. 
a smooth, professional performance. 


A remote control device allows 
the projectionist to change slides at 
will from any location for sales pres- 
entations. In training situations a 


built in “tachistascope” is available 
instruction. 


run forward or back- 


for special types of 
Slides may be 
ward at will, allowing the speaker 
to repeat when necessary. 

“TLux- 
tar” five-inch {3.5 coated and color- 


The Viewmatic features a 
corrected anastigmat lens. 
tical 


degree 


This op 
system is said to deliver a 
of brilliance in excess of the 
lamp capacity, which can be from 
300 to 750 watts. 

Three 


models are available to 


meet different needs. RCP-1 is for 
remote control operation only, and 
has built-in tachistascope. RCP-2 


offers 
ous operation at 7 or 14 
RCP-3 includes tachista- 
scope and remote control, and has a 
built-in 
viewing time during automatic op- 


eration. i 


remote control or continu- 
second 
intervals. 


timer for 1 to 60 second 
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WEST COAST OFFICE: 7303 MELROSE AVENUE, HOLLYWOOD 46, CALIFORNIA * 


“ARH 


MODEL II 


The ideal 35mm movie camera for TV Newsreel, Industrial, 
Travel and Scientific Motion Picture Photography. 


FAMOUS ARRIFLEX FEATURES: 
Reflex focusing through taking lens, even when camera is 
running. 
Bright erect image finder, 61/2 x magnification. 
**Follow-focus"” without assistant, 
No parallax or other finder problems. 
Full frame focusing and viewing. 
3-lens turret. 


Quick change geared film magazines (200 and 400 feet). 
No belts to connect. 


Variable speed motor built into handle. 

Tachometer registering from 0 to 50 frames per second. 
Compact, lightweight. 

Equally adaptable for tripod or handheld filming. 
Easily detachable matte box-filter holder. 


GLEN W. HAZEN 
Newsreel Photographer 


Writes MR. HAZEN: 


. My Arriflex 
kind of weather, tropical, 
Fall I used the Arriflex to shoot 
TION 
Arctic 


35 and I have been through the worst 
semi-tropical, and arctic. Last 
‘NATO Nations’ OPERA- 
MAINBRACE, which was filmed well above the 
Circle. I exposed thousands of feet of film in all 
kinds of weather and used only one battery without having 


to recharge it once. 


Arriflex, but most 


fact that it stands up under the 


“There are many things I like about the 
important to me is the 
roughest treament plus the fact that it is so conveniently 
light for handheld shooting. One thing especially I must 
f{rriflex 


and take 


say concerning the focus-as-you-shoot features: the 


system for permitting me to see what I take, 


what I see, just can’t be beat.” 


Av bel at ] di 





g dealers. 


Write for literature and price list. 
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COATED LENSES in ARRIFLEX MOUNTS 


28mm f/2 Schneider Xenon* 90mm f/3.5 Kilar 
50mm f/2 Schneider Xenon* 135mm f/3.8 Kilar 
75mm ¢/2 Schneider Xenon* 150mm /3.5 Kilar 
300mm f/ 5.6 Kilar 


*With Follow-Focus Grips. 
400mm ¢/5.6 Kilar 


ORIGINAL ARRIFLEX ACCESSORIES 
LENS EXTENSION TUBE for close-up filming and 
cinemacrography 
HI-HAT for mounting Arriflex 35 on standard tripods 
SHOULDER-POD for vibration-free, hand-held filming 
BATTERY — 16 Volt, lightweight, non-spill, with 
carrying case and shoulder strap 
BATTERY CHARGER 


THE NEW ARRIFLEX 35 TRIPOD 


@ Sturdy, rugged and rock 
steady. Weighs only 
19 Ibs. 

@ Large universal ball- 
joint for leveling. 
Velvet smooth pan 
and tilt action with 
separate locks. 

@ Extra tong handlo 

for under-arm 

control. 

Spirit level. 

Can be used with 

all professional 

cameras. 

@ Leather boot 
available. 





in tl NG G PHOTO SUPPLY CORPORATION 


235 FOURTH AVE., 


NEW YORK 3, N. Y. * GRomercy 5-1120 


WYOMING 9026 








* The i 


HOW TO FIND AN EXPERIENCED, 


9514 Propuction Review issue of Business 


SCREEN, to be published in February, will again list 
and provide essential reference data on all U.S. and 


Canadian business film producers. The 


recognized 


DEPENDABLE 


BUSINESS FILM PRODUCER 

standard reference on production resources is used 
by all leading sponsors and their agencies. Write 
today for listing data forms and advance copy 


reservations! c/o 7064 Sheridan Road, Chicago 26. 
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Skytine Sropio for Olympus Film 


Productions on Cincinnati hilltop. 


Olympus Film Productions In 

New Cincinnati Studio Building 

* O_ympus Fitm Propuctions, INc. 
(formerly Bert 


Johnston Produc- 


tions) has moved to new. studios 
located at the top of an 828 ft. ele 
vation at Chickasaw and Warner 
streets in Cincinnati. The reception 
room of the hilltop studio overlooks 
the city of Cincinnati and commands 
a view extending over 20 miles of 
the Kentucky hills. 

The motion picture company has 
approximately 11,000 square feet of 
floor space at its disposal in the 
three story building. In addition 
to the “sky view” reception rootn, 
the first floor includes the studio 
sound stage as well as offices, edit- 
ing rooms, clients’ room, projection 
room, actors’ dressing rooms and a 


properties storage room, 


Additional Workshop Floors 

The second floor includes the con- 
trol room, a small studio especially 
designed for voice-over recording, 
additional office space and facilities 
for equipment maintenance and re- 
pair, 

Animation studios and a dark 
room are situated on the third floor. 

The first floor studio sound stage, 
with 4,350 square feet of floor space, 
is so arranged that several shooting 
crews can operate simultaneously. 
The company’s permanent kitchen 
set occupies one corner of the studio 
floor and seven or more large sets 
can be erected in the remaining 
space. The sound stage has been 
completely sound proofed for lip 
syne recording. 
Control Room Overlooks Studio 

A “dual-faced” control room on 
the second floor overlooks the studio 
through a 20 by 7 foot double glass 
window at the lower level of which 
is situated a client’s observation 
booth. of the 
control room lines up with the nar- 
ration studio. This studio operates 
as a completely independent and 
movable unit, resting on rubber 
shock absorbers. A sound proof 
camera box, fitted into the control 


The second “face” 


60 


Along the Production Line 


New Developments Among the Business Film Studios 


room, projects the picture onto a 
translucent sereen located between 
the voice-over studio and the con 
trol room. The picture is viewed by 
the narrator through the sound-proof 
windows of the voice-over unit. 

* * 
Crawley Films, Canada, Begins 
$250,000 Studio, Staff Expansion 
* To double production capacity, 
Craw ey Futms of Canada is break- 
ing ground this fall for a $250,000 
addition to its studios in Ottawa. 
The new plant’s two floor unit will 
be built on 15,000 square feet in 
front of the present main studio 
building. 


inadequate color prints. 


worry about that final color result when your 


The firm, which is now one of 
Canada’s largest non-theatrical mo- 
tion picture producers, plans to in- 
crease its staff and expand produc- 
according to 
Fr. R. Crawrey, president. The 
staff, now at 75, will number more 


tion for television, 


than 100 to meet the growing back- 
log of work. he said. 
vantage in the new 


Another ad- 
construction, 
which should be finished in March, 
is the movement of the still division 
in downtown Ottawa to the motion 
picture division in a residential area. 

Although industrial motion pic- 
tures are still the bulk of the busi- 
ness with the 1953 gross expected 


No need to place your valued 


production in jeopardy because of 


No need to 


color lab problems are left in the 


hands of a controlled printing method 


So why stick your neck out 


perfectly timed for 


the utmost in color quality. 


experience and quality instead. 


115 W. 45th 
NEW YORK 


isk for our illustrated brochure 


showing how our services can benefit your color production, 


stick to 


to exceed $750,000, the studio's 
television production is mounting. 
Twenty-six film series are tentative- 
ly scheduled for TV. Crawley is 
optimistic about this field despite 
certain commercial difficulties: the 
best that Canadian sponsors could 
be expected to pay for a half-hour 
show is $3,000, it was said. To 
produce the show, without outdoor 
backgrounds, costs from $5,000 to 
$6,000. 

Beyond fulfilling CBC  require- 
ments for domestic content in TV 
programs, Canadian televisers sur- 
mount this profit-cost separation by 
buying U.S.-made 
shows tagged as low as $500. Craw- 
ley anticipates bucking this compe- 
tition by marketing in the U.S. To 
do so, he does not consider attempt- 


packaged star 


ing the “American song and dance 
style of thing” but would produce 
TV shows portraying Canada’s 
scenic beauty. 


+ * * 


Larger New York Quarters for 
Victor Kayfetz Productions, Inc. 

* Victor Kayretz Propuctions, 
Inc., has moved to larger quarters 
at 1780 Broadway, New York. The 
company has been meeting a 
stepped-up schedule of one 13-min- 
ute film program in color for tele- 
vision each month plus additional 
industrial motion picture and slide- 
film contract commitments as well 
as animation subcontracts for other 
producers. 

Kayfetz’s new office will have a 
new booth and projection room in- 
stallation plus an increase of room 
for the art, animation, editorial and 
administrative 
sales staff. 


personnel and the 
* 


Streech Productions, New York, 
Issues 12-Page Promotional Book 
* Witsur Streecn Propuctions, 
1697 Broadway, New York, has 
published a new 12-page booklet 
called Industry and 
Film.” It points out how film can 
serve the needs of modern business 
by performing important functions 
for management in the fields of 
public relations, selling and sales 
promotion, and production and sales 
training. 

Included are a breakdown of uses 
for motion pictures within the or- 
ganization as well as an illustrated 
section showing the various film 
production techniques from cartoon 
animation through special effects, 
and a section headed “how an in- 
dustrial film is made,” with such 
topics as script, treatment and 
client-producer relations. 

Copies of the booklet are avail- 
able at no cost. 


“Business, 
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“Silent Night,"’ Story of Carol, 
500th Coronet Educational Film 


* Nearing a 15 year milestone in 


educational motion picture produe- 
tion, Coronet Films. Glenview. Illi 
nois. announce the release of their 
500th sound motion picture, Silent 
Night: Story of the Christmas Carol. 
Filmed for the most part in the 
small Austrian village where the im- 
mortal carol was written in 1818, 
Silent Night was recently premiered 
hy members of the Educational Film 
Library Association who graded it 
as a “charming and authentic pre- 
sentation of the significance of the 
Christmas carol and the conditions 
under which it was written.” 

With the release of Silent Night. 
Coronet rededicates itself to the 
original purpose of the organization 

“to produce the finest in educa- 
tional films and develop more effec- 
tive use of 16 mm sound motion 
pictures in education”—in the words 
of Ellsworth C. Dent, director of 
distribution. 

Organized in 1939 by the late 
David A. Smart, Coronet Films be- 
gan its production program slowly. 
releasing only a few pictures before 
America’s entry into World War II. 


Then, as now, all footage was shot | 


in color, with prints available in a 
choice of black and white or color. 
The organization aimed to develop 
equipment and personnel specialized 
in educational film production, in- 
corporating any entertainment or 
commercial film techniques which 
might be effective. Today, Coronet 
measures itself the world’s largest 
16 mm sound studios devoted ex 
clusively to the production of edu- 
cational films. 

At present, more than 100 new 


films are moving along the 18 to | 


30 month production cycle. Ap- 
proximately 60 of these are sched- 
uled for release next year. 


* * * 
Business Education Film Catalog 


* Business Epucation Fitms, 630 


Ninth Avenue, New York, has | 


issued a new catalog listing some 
150 titles of rental motion pictures 
for commercial education teachers 
and training directors. Listed are 
visual aids of such producers as 
Coronet Instructional Films, Eney- 
clopaedia_ Brittanica, SVE, March 
of Time, Castle, Teaching Aids Ex- 
change, British Information Serv- 
ices, Library Films, Young Amer- 
ica Films, U.S. Office of Education, 
Royal Typewriter Co., Gregg Pub- 
lishing Company, and McGraw Hill 
Text Films. 

The catalogs, which list titles by 
subject matter and provide a brief 
description of each, are free. 
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FREE DEMONSTRATION 
of this Classroom Visual Aid 
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...HELPS SCHOOL | BOARD SOLVE PROBLEMS! 


Opaque Projection with the 

VU-LYTE is one of the best methods 
known to communicate ideas, 

get facts across so they’re remembered. 
Every day, Educators find more proof that 
this classroom teaching tool is the most 
effective they have ever used! 


Beseler VU-LYTE Representative demonstrotes 
to School Boord of Education of the East 
Meadow Public Schools, N. Y. Hundreds of 
School Boards use the Classroom VU-LYTE 
Opaque Projector at Public Meetings Budget 
figures, architectural plans, School 
improvements are explained quicker, easier, 
better with the VU-LYTE. 





© Audience participation is 
heightened 

@ Meetings take on a new interes? 

© Subjects are easier to grasp 

@ Information is retained longer 


CHARLES CSeackee comonny 


ot (eee 


© Emphasis is given to the proper 
point—at the proper time 











© Oleavesions ave mere Gealy Y 60 Badger Avenue, Newark 8, N. J. 
With the Beseler VU-LYTE, anything can The Projector ge eee hae ae eee, ae ae ek ee “7 
be projected in its natural colors. Pictures, } sor uae Se ee 
diagrams, plans, budgets, solid objects, | 60 Bodger Avenue, Newark 8, N. J 
newspaper and magazine clippings, books, | Gentlemen: { 
blueprints. No preliminary preparation | Please arrange for a Free Demonstration 
. . - — tm) nvenience 
of material is necessary. The VU-LYTE can aah aie i i 
deliver a screen image of over 10’ high, | 
: 2 | Nome 
perfect for Public Meetings. | 1 
| Address — — ssciiaentinaiiiitinsiiainaiiaimaiilal I 
You'll be amazed at how the VU-LYTE gives expression to | l 
your full Executive potential. Mail the coupon now for a Free | 
Demonstration. No obligation of course. Rae aor 





A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 





Write today for complete details on the Film Guide services have now been improved to meet your needs 
Library and the Business Film Bookshelf Services Address: Film Guide Library. Business Screen, 7064 
available to subscribers. These economical reference Sheridan Rd., Chicago 26. Write today. 
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“Pay Day" Tells Rail Employees 
Facts of Freight Handling 
® When a piece of freight arrives 
at its destination less valuable than 
when it left point of departure some- 
body pays. In Pay Day, a new em- 
ployee training film, the Atchison, 
Topeka and Santa Fe Railway Com- 
pany shows its freight handlers just 
who does pay, how much and why. 
The new 20-minute color film 
shows a Los Angeles switchman or- 
dering a television set shipped from 
Chicago. The set arrives looking like 
the train had 
track. 
lates a story guessing what might 


nosed it down the 
Thereupon the switehman re- 


have happened to the set, based on 
his experience and practical knowl- 
edge of conditions and events re- 
sponsible for rough handling in 
yards, freight 


road. 


houses and on the 


The picture scores the causes of 
loss and damage and how these fac- 
tors affect the welfare of railroad 
people. Locations cover the south- 
west, from Chicago to Los Angeles, 
with many scenes throughout Kan- 
New Mexico, Arizona 
and California. Many of the scenic 
train shots were made in Cajon Pass, 


sas, Texas, 


California. Progress of modern rail- 
roading is depicted in the Kansas 
City Hump Yard and in the im- 
proved facilities for handling and 
moving freight. 


. - 7 


Kitchen Series of Sponsored Films 
To Tell Electrical Story on TV 
® TV Kitcuen, a series of 52 half- 
hour electrical kitchen shows, will 
be filmed specifically for use by lo- 
cal television stations throughout the 
country. Completion of final plans 
for the series has been announced 
by the Television Division of Elec- 
trical Information 
Madison, Wisconsin. 
Primary sponsorship of the culi- 
nary lessons will be by electric light 
Additional 
sponsors will be drawn from the 
electrical appliance field. Featuring 
the preparation of one meal on each 
show, the TV Kitchen series will in- 
volve the use of most electric kitchen 
appliances and a variety of food 
products. Kling Studios of Chicago 
will produce the series. 


Publications in 


and power companies. 


. . . 


United Auto Workers Completing 
Major Feature in Hollywood 

*® In sharp contrast to the near 
poverty look of UEW-CIO films of 
a few years back is the current 
United Auto Workers “big” Holly- 
wood production now completing 
and rumored to 


budget around 


$700,000. 





O'GRADY CHECKS LINES FOR NEW SAFETY PICTURE 


5 or 


NATIONAL SAFETY STAR above is actor Jim Dexter who plays Foreman 
Gustave G. O'Grady (second from right) shown with director Wayne Langs- 
ton of Sarra, Ine 


Bob Beeman and Lou Clickman during “shooting” 


Johnson & Johnson (story at right). 
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(center with script) and crew members, Jack Tipping, 


at Chicago plant of 


“dynamic films \ 


incorporated 
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Foreman’s Fan Club Gets in Act 
at Safety Congress Premiere 


# Actor Jim Dexter was one of the 
“most-recognized” men among the 
more than 12,000 persons who at- 
tended October's National Safety 
Congress and Exposition in Chi- 
cago. 

Dexter, who stars as Gustave G. 
O'Grady. the 
foreman in 


“everything-happens- 
to-me”’ NSC 
showed up at the Congress in his 
“working clothes—all ready to go 
before Sarra, Inc. cameras. 

Cries of “Hey, O'Grady” met him 
at the door of the Conrad Hilton 
Hotel. and followed him through- 
out the day. Safety men from hun- 
dreds of 


abroad, came up to shake hands 


films, 


companies, here and 
with the actor who has portrayed 
troubling safety situations in four 
O'Grady films Sarra_ has 
produced so far for the National 
Safety Council. 

Dexter was at the Congress to 


which 


star in scenes for a forthcoming 
movie, tentatively titled “O'Grady 
Safety 
Sarra’s director, Wayne Langston, 


Goes to the Congress.” 
had hoped to make the scenes as 
unobtrusively as possible but 
O'Grady was instantly recognized 
and became a center of attraction. 

Hundreds of safety men from the 
Uae Mexico and other 
countries also were “shot” by Sarra 


Canada, 


cameras as they attended meetings 
and participated in 
tivities. These safety men will “co- 
star” with O'Grady in the 
scheduled for Spring release. 


Congress ac- 
film, 


Coincidentally, two new O'Grady 


films received their premiere at 
Handle 
Feelings with Care and Call “Em 
on the Carpet. These films, for 
available 


both as 16mm motion pictures and 


the Congress Fragile, 


supervisor training, are 


35mm _ sound slidefilms from the 
National Safety Council. 
* * * 


Briefs About Televisuals: 

* Forpet Fi_ms is busy shooting 
some 260 television programs star- 
ring Les Paul and Mary Ford for 
the Lambert Pharmacal Company 
(Listerine Antizyme Toothpaste). 
The filmed series presenting one 
of the “hottest” teams in show busi- 
ness will go on WABC-TV, New 
York, nightly Monday through Fri- 
day from 6:40 to 6:45 for the next 
52 weeks. Lambert & Feasley, Inc. 
is the agency. 

* Georce F. Forey, Inc. has signed 
to make 13 five-minute TV pro- 
grams on film for the U.S. Coast 
Guard. Other new Foley contracts 
include The Story of Cork, for 
Mundet Cork Company, and Sons 
of Georgetown, for Georgetown U. 
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“For This You Gave” Reports to 
Public on Results of Fund Drive 


* With For This You Gave, a new 
14-minute color film, the Gonzales 
Warm Springs Foundation tells the 
public what was done with money 
donated to the foundation’s annual 
fund drives to rescue Texas children 
stricken with polio. 

Taking the audience into ordi- 
narily treatment and 
therapy rooms and wards where 
taught to 
post-polio patients, the film covers 


inaccessible 
muscle-re-education — is 


every medical and recreational ac- 
tivity at the foundation. Special, 
custom-made equipment such as 
arm-slings and handsplints enable 
weakened muscles to feed, clothe 
and bathe the users while in the 
physical therapy course. The rate 
of rescue is high. Twenty-four-hour 
a day traction corrects body posi- 
tion. 

A natural thermal spring on the 
foundation grounds provides warm 
water for two indoor and one out- 
door treatment pools. A special gym- 
nasium helps strengthen polio weak- 
ened muscles. 

Produced by Channing Produc- 
tions, Inc., For This You Gave bears 
the emblem of approval from the 
American College of Surgeons’ Com- 
mittee on Motion Pictures. It is be- 
ing widely distributed throughout 
Texas, Oklahoma and California. 
through service clubs, TV, and 
medical societies. 








WRITER CONTACT 
To Work With 
Sales Management Problems 
Requires big movie, sound film 
writing; able analyze sales 
problems, know sales meeting- 
training procedures; back- 
ground sales promotion, print- 
ed materials valuable but not 
essential. Ground floor oppor- 
tunity for lifetime creative 
sales work; definitely execu- 
tive stature; ability, ambition, 
know-how, prime _ require- 
ments. Unique opportunity 
working with president. Top 
references required; salary 
open; immediate availability; 
your resume strictly confi- 


dential. 
Write Box 53-7A 
BUSINESS SCREEN MAGAZINE 


7064 Sheridan Chicago 26, Il. 











COLORSLIDE AND FILMSTRIP 
DUPLICATING 


FRANK A. HOLMES 


7619 Sunset Boulevard 
Los Angeles 46, California 
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Permanently-attached reel arms 
swing into place in an instant. 
Sets up in seconds, threads 
easily, operation requires 
the flick of a switch! 
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-.- AND HERE’S THE GREATEST MACHINE FOR 
PROJECTING IDEAS YOU'VE EVER SEEN! 

The Super-Stylist |6mm sound projector weighs only 32 
pounds, complete with carrying case and built-in speaker. 










ness and industrial purposes is maintained by the 
Editors of Business SCREEN. Please notify us of 






“greatest idea-guide 


I've seen...” 


—Frank E. Smith, National Director, 
Blue Shield Medical Care Plans, Chicago 


“Screen Adventures” is a new 
16-page book which lists 325 carefully 
screened and selected 16mm sound 
motion pictures. It lists titles, running 


time, gives a subject synopsis, and 













tells where-to-get-it. The films 

are categorized by subject area, and 
present a ‘‘catalog’’ of material for 

oath | business meetings, employee showings, 
club entertainment, education, and 
many more. It’s yours, free of cost 
or obligation. Simply send the 
coupon for your copy. 


FAMOUS FOR THE FINEST LINE OF 
fémm SOUND PROJECTORS 











AMPRO CORPORATION 
2835 N. Western Avenue, Chicago 18, IIlinois 
Gentlemen: 

| Send my free copy of “Screen Adventures.” 


| Arrange to have an Ampro Audio-visual Dealer 
demonstrate the Super-Stylist. 


Name 


BS-11-53 





EEE 





City 90000 cece 





ON — ————Vnn_r 








ALL NEW TECHNICAL AND TRAINING FILMS TO BUSINESS SCREEN 


* A complete registry of all existing technical and 
training motion pictures produced by and for busi- 


any new pictures completed, whether for internal 
or external use, so this listing can be maintained 
for the benefit of all. Address all notices to: Index 
of Training Films, 7064 Sheridan Rd., Chicago 26. 





Kacran Corp.'s new television § series 
“Meet Johnny Jupiter” features this small 
town general store (story below) 


22 Half-Hour ‘Johnny Jupiter’ 
Shows In Work at Sound Masters 
® Sounp Masters, Inc. has a new 
series of television programs in pro- 
duction for KaGRAN Corp., creators 
of the Johnny Jupiter Show. The 
deal calls for 22 half-hour programs, 
which are being made at the rate 
of four each month, allowing ten 
days of photography and two weeks 
of editing and scoring for each 
group of four. 
Kagran Corp., whose other shows 
include /lowdy Doody and Author 
Veets the Critic s, has sold Johnny 
Jupiter to Hawley Hoops, Ine 
makers of M & M candies, through 
Roy S. 
Johnny Jupiter is planned to be 


Durstine, Ine. 


a kid’s show that won't drive adults 
out of the room—matter of fact. 
they'll probably like it. Chief char 
acters are a small town general 
store owner and his likable but 


trouble clerk. The clerk 


Duckweather, by name, has invented 


be sel 


a TV set that brings in “people” 
in Jupiter to talk to him. When 
ever he gets in a jam with cus 
tomers or his boss, the Jupiteriens 
come to his reseue and solve the 
problem. 

I. C. Wood of Sound Masters is 
supervising production, and Howard 
Magwood is film director 


Meer Jounny Jourrrer, as introduced by 
Duckweather (right) in the new hall-hour 
tv. series by that title 





TELEVISION IN THE NEWS 


Notes and Comment on New Programs for Video 


14 Commercials Filmed for Five 
Television Sponsors by Sarra 
* Completion of 14 new film com- 
mercials for five television sponsors 
has been announced by Sarra, INc. 
The national advertisers for whom 
the films were made include: 
Beatrice Foods Company, Chi- 
cago, through Foote, Cone and Beld- 
ing, Chicago, a series of six 60-sec- 
ond commercials demonstrating how 
to prepare La Choy American- 
cooked Chinese foods. 
Burton-Dixon Corporation, Chi- 
cago, through Robert B. Wesley & 
Associates, Chicago, a series of three 
60-second commercials on the Bur- 
ton-Dixie Slumberon Mattress, up 


holstery pads, pillows, and the Bur- 
tonighter Sleep Lounge. 

Aluminum Goods Manufacturing 
Company, Manitowoc, Wis., through 
the Cramer-Krasselt Company, Mil- 
waukee, two 60-second commercials 
on the new Mirro Cooky and Pastry 
Press and the Mirro-Matic Electric 
Percolator. 

Barton Manufacturing Company, 
St. Louis, through Gardner Adver- 
tising Company, St. Louis, two 20- 
second commercials on Dyanshine 
Liquid Shoe Polish. 

Allen B. Wrisley Company, Chi- 
cago, through Earle Ludgin & Co.., 
Chicago, one 60-second commercial 
on Wrisley Superbe Bubble Bath. 
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or the 1,000th, 


every Tri Art release print 


is given the same careful 
attention to color quality. 


for a demonstration of 
Tri Art color exactness. 





Whether it’s the Ist, 


That's why we ask you to look 
at any print we have processed 


Let us tell you about it, today. 


245 WEST 55th STREET, N.Y. 19, N.Y. 
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Here’s Butova Curprer that made the 
trip over Niagara Falls for new TV com- 
mercial Series. 


Bulova Sends Watches Over Falls 
for Filmed Television Commercials 
* To test how shock resistant and 
water proof they really are, four Bu- 
lova Clipper watches recently were 
sent over Niagara Falls—sans barrel 
while Van Praag Productions re- 
corded the stunt for posterity. 

Attached to partially — inflated 
weather balloons and weighted to 
keep them immersed in water, the 
watches floated through the rapids 
and over the 1,600-foot drop into 
the maelstrom below. Three were 
fished out, still running, but the 
fourth was lost when its balloon was 
torn by the crush of the water at 
the bottom of the falls. 

Norman Gladney. the Bulova TV 
executive who conceived the idea, 
envisions the lost Clipper still run- 
ning somewhere at the bottom of 
the river, constantly wound by the 
motion of the water. 

When Bulova executives viewed 
the 1,500 feet of film Van Praag 
shot, it was decided to build a mer- 
chandising campaign around the epi- 
As a result, Van Praag has 
issued three sets of TV commercials 


sode. 


two-minute, one-minute, and 20- 
narrated by Lyle Van, NBC 
news commentator, and available for 


second 


sponsorship on a local level. 
* % * 

Borden Company Prepares New 
Series of 16 Television Spots 
® Sixteen one-minute television film 
spots appetizingly presenting such 
products as milk, buttermilk, ice 
cream, cheese, and eggnog for the 
holidays have just been completed 
for the Borpen Company by Sounp 
Masters, Inc. All of the spots fea- 
ture TV actress Betty Johnson. 

William F. Crouch and Howard 
Magwood directed the series, and 
Young and Rubicam agency repre- 
sented the sponsor 

Production took place on a spe- 
cially designed sound stage adjoin- 
ing Sound Masters’ offices in mid- 
town New York. The stage was re- 
cently equipped with complete light- 
ing and recording facilities, dolly, 
mobile camera and flexible sets and 
props for the production of TV film 
commercials and spots. 
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Eastern Video Clients of Wilding 
See Commercials Home-Style 
* New York clients of Wilding Pic- 
ture Productions can see just what 
new TV commercials are going to 
look like on the air. Films are pro- 
jected via mirror to a_rear-view 
screen, closely simulating a 21 inch 
TV tube face, set in’ a handsome 
console cabinet. 

a * 
All-Time Football ‘‘Greats”’ 
Featured in New Kling Series 
* Red Blanchard, 
Glenn Davis. Earl Britton 


Grange. Doc 
among 
the all-time greats of football—re- 
cently kicked off the filming of a 
new series of sports shows for tele- 
vision at Kuinc Stupios in Chi- 
cago, 

With 13 half-hour shows on sched- 
ule and a total of 52 planned, the 
new series is titled “The Referee.” 

The format of each show features 
a panel of top players and experts 
from a particular field of sports who 
discuss the merits of two great play- 
ers in that sport. The discussions 
are to be of a controversial nature 
and implemented by integrated film 
clips which show the stars in action. 
In the last part of the show, the 
stars who have been under discus- 
sion appear as guests of the panel. 

Moderator for the series, acting 
as the referee in the discussion, is 
John Derr, sports director for the 
Columbia Broadcasting System. 

Subject for the first show is “Who 
half-back, Red 
Davis?” Doc 
Blanchard, who was blocking back 
for Davis at West Point and Earl 
Britton, who blocked for Grange at 


was the greatest 


Grange or Glenn 


Illinois, appear to “champion” their 
former teammates. Film clips show 
Grange and Davis in action after 
which the two stars appear as guests 
of the panel. 

Robert Eirinberg, Kling presi- 
dent, said that The Referee, for 
whom the shows are produced, plans 
both network and syndication dis- 
tribution. 


Betow: Blanchard, Davis. Grange and 
Britton (front) star in TV series with 
John Derr (center) as moderating “Ref 


ere e.” 
(See article above.) 
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A truly great achievement! 


CinemaScope with Stereophonic Sound 


on Reeves Soundcraft 


MAGNA-STRIPE 


Scene from ‘THE ROBE’ New CinemaScope Epic 


by 20th Century-Fox, as compressed on regular 35 mm. film 


Soundcraft is proud to have participated in the history- 
making realization of CinemaScope, 20th Century- 
Fox’s revolutionary Anamorphic Lens process. 

Critics and public are hailing CinemaScope as a 
major milestone in entertainment. They are also hailing 
Magna-Stripe —Soundcraft’s magnetic oxide striping 
process —for making it possible for 20th Century-Fox 
to put the breathtaking perfection of stereophonic sound 
on the release prints of “The Robe”... combining, for 
the first time, four separate magnetic sound tracks on 
one 35-millimeter film strip. 

Mixing, dubbing and editing with Magna-Stripe 
have already revolutionized Hollywood sound repro- 
duction. And now, thanks to the excellence of Magna- 
Stripe oxide coating process, 20th Century engineers 
have chosen to apply it to the release prints of “The 
Robe” itself. 

Thrilling thousands today, “The Robe’s” four sepa- 
rate Magna-Stripe sound tracks energize playback 
heads built right into the theater projectors. Savings 
over separate synchronized sound processes are notable. 


haa 


i 


Same scene with image restored to normal 


proportions on panoramic CinemaScope screen 





Complication of apparatus is minimized. And stereo- 
phonic sound reaches new technical perfection. 

The same superior magnetic oxide coating chosen 
for “The Robe” is applied to the Soundcraft Magnetic 
Recording Tape you use in your film studio, radio 
station, TV studio, business or home tape recorders. 
For information on how both 16 mm. Magna-Stripe 
Film and Soundcraft Tape provide outstanding advan- 
tages in your field, write to us at once. 

How four Magna-Stripe sound 


tracks are placed on a single 35 
mm. release print: 


*T. M. Reeves Soundcraft Corp. 





REEVES 


SOUNDCRAFT 


CORP. 


Dept. G: 10 East 52nd Street, 
New York 22, N. Y. 


THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 


® The Third Edition of The Index of Training 
Films, widely-used and authoritative reference 
listing all free-loan, rental and low-cost purchase 
sound films and slidefilms available for industrial 


1953 


training and vocational classroom use is now avail- 
able. Nearly 2800 titles are listed, together with 
complete sources. THE INDEX lists at only $2.00. 
Order today from Business Screen, Chicago 26. 
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Two views of Radiant’s “Curvex” 


With “Curvex"’ Radiant Broadens 
into 16mm Wide-Screen Field 

* Keeping pace in wide screen mo- 
tion picture projection, manufactur- 
ers continue to advance equipment 
modelled for the educational and in- 
dustrial markets. A new portable 
Curvex screen has been designed 
for the 16mm field by Raptant 
ManuracturinG Corporation. The 
concern will produce the CuRVEX in 
sizes from 5 feet to 20 feet wide. 

Projected with an anamorphic 
(squeeze ) lens that casts an image 
approximating the expanse of nor- 
mal vision, the picture reflects on 
the wide silver fabric screen to give 
viewers a sense of being in the pic- 
ture. This effect is gained without 
the use of special glasses. 

The aluminum framework of the 
Curvex screen curves the fabric to 
help increase the illusion of depth 
and to give better reflected light dis- 
tribution throughout the area of ob- 
Uniform brilliance from 
all viewing angles is claimed for the 
tightly laced, specially treated fabric 
which also can be used for three- 
When the 
screen is not in use, the fabric may 
be rolled up and the light weight 
frame folded for storage in a metal 


servation. 


dimensional projection. 


case. 

Various organizations producing 
industrial and sales films that lend 
themselves to broad area visualiza- 
tion are using the 16mm wide screen 
projection system, the manufacturer 
Other potential large- 
scale users are film exhibitors in 


points out. 


foreign countries where 16mm pro- 
jection is standard practice. 


Projection Lens Series Designed 
For Bright, Sharp Screen Images 


* Super-Cinernor (£/1.8) projec- 
tion lenses are offered in a new 
series designed to produce “maxi- 
mum brightness, contrast and sharp- 
ness, edge-to-edge,” on all types of 
professional movie screens, accord- 


Betow: The new Bausch & Lomb Super- 
Cinephor Projection Lens (see above). 
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sauscH & Loms OpTIcaL 
Co., manufacturers. 


ing to 


Because the lenses solve the prob- 
lem of resolution at the outer mar- 
gins of the screen and increase il- 
lumination, distributing it evenly, 
resolution and 
illumination in the screen’s center, 


without sacrificing 


the manufacturers aver, they will be 
useful on 2-D screens, new types 
for CinemaScope, 3-D and _ other 
wide-se reen processes. 

The new lenses employ five dif- 
ferent kinds of glass. Two of these 
are varieties of extra dense barium 
crown glass. The unusually white 
glass of the lenses, combined with 
a new design formula, is said to 
eliminate color absorption and trans- 
mit the full color and brightness of 
the image. 

The lenses are available in sev- 
eral focal lengths. The manufac- 
turer plans to extend the variety in 
{/1.8 


Super-Cinephor lenses will be dis- 


the coming months. The 
tributed through the company’s es- 
tablished channels. 


« * ” 


16mm Victor 1600 Arc Projector 
Is Marketed for Portable Users 


* Victor 1600 Arc is the name of 
a new portable 16 mm motion pic- 
ture projec tor announced by Sam 
G. Rose, president of Vicror ANt- 
MATOGRAPH Corporation, Daven- 
port, lowa. Priced at $1845.00, the 
machine is designed for use by 
schools, churches and business. 

The Victor 1600 Arc is composed 
of three parts, rectifier, speaker and 
are lamp house. These sections, de- 
scribed as easy to carry, are fin- 
Victor 
sembly may be made in “less than 


ished in Sage-Green. As- 
five minutes.” 

The rectifier, serving as a base 
for the whole unit, has stabilizing 
with floor 
levelers to aid set up on uneven 


swing-out legs built-in 


Blower cooling is aimed at 
tube life. A 


assures fast, ac- 


floors. 
preserving rectifier 
lock-tilt 


curate centering on the screen from 


positive 


any angle of throw, up or down, 
according to the manufacturer. II- 
luminated, top mounted controls in- 
clude a service line voltmeter with 
voltage selector for operating the 
rectifier at maximum efficiency at 
prevailing voltage; circuit-breaker 
switch rated at 20 amps for overload 
protection; and an eight position 
output tap for supplying proper 
voltage to arc lamp. 

Source of illumination for the new 


The Latest in Projection & Production Equipment 


self-contained arc 
lamp house. The lamp house is at- 
tached to the amplifier by means 
of a finger-tip snap-lock catch. Built 
into this section is an ammeter for 


projector is a 


checking current supplied to the car- 
bons for maximum light and con- 
stant illumination on the screen. The 
Victor Are delivers 1600 lumens on 
the screen for a 58-minute show 
using one set of carbons and oper- 
ating at 30 amps, the manufacturer 
Carbons are automatically 
motor-driven to insure even burn- 
ing. A mercury safety switch in- 
side the lamp house door protects 


states. 


the operator against accidental ex- 
posure while the arc is in opera- 
tion. A special F 1.4 condenser lens 
is removable for cleaning. Although 
the manufacturer deems heat filters 
unnecessary, provision is made. 


Victor Amplifier Details 
The amplifier has top mounted 
Arranged on the control 
panel are: amplifier “on-off” switch, 
separate exciter 


controls. 
three amp fuse, 
lamp switch, individual tone and 
volume controls, phono input, mic 
input with volume control. A sepa- 
rate 117 volt auxiliary outlet is uti- 
lized for electrical changeover in 
dual operation. It may also be used 
as a recorder, Magnesound, or rec- 
ord player “plug-in.” Output of the 
amplifier is 25 watts. 

Permanently mounted to the amp- 
lifier is the Victor “safety-first” 
projector. Other safety features in- 
clude safety film trips, 180° swing- 
out lens, offset film loop, large single 
drive sprocket, dual flexo pawls, 
fingertip rewind, and an automatic 
douser. To protect the shuttle, sap- 
phire tipped pawls have been added. 
A special flat field lens and an air- 
conditioned aperture are features. 


Designed for Compact Travel 

Enclosed in a new bass-reflex cab- 
inet is a BR 12 speaker with Alnico 
V magnet. Additional speakers, in 
series, may be attached. The cabi- 
net houses the amplifier, projector, 
and accessories during transporta- 
tion of the complete unit. Standard 
equipment of the 16 mm motion 
picture projector includes rectifier, 
amplifier, projector, bass reflex 
speaker, keyed cables, 25 sets of car- 
bons, 1600 foot reel, oil kit, power 
cord, speaker cord, and accessories. 

The Victor 1600 Arc is available 
through authorized distributors. The 
corporation will send a free speci- 
fication folder on written request. 9 


“Industrialist” Projector in Use 


DuKane, S.V.E. Announce Remote 
Control Slidefilm Projectors 

* An INpuUSTRIALIST series of re- 
control slidefilm projectors 
which allow control of presentations 
from any point in the room has 
been announced jointly by the 
DuKane Corporation and THe 
SocreTy FoR VisuaL Epucation, 
Inc. 

Available in 500, 750 and 1000- 
watt models, the new line incorpor- 
ates the “Synchrowink” mechanism 
for Instantaneous (1/20th of a sec- 
ond) picture “Micro- 
frame” control is said to assure 
positive framing of each picture. 

The user advances pictures by 
pressing a push-button on the end 
of a 1014-foot cord which may be 
lengthened with 35-foot extensions 


mote 


advance. 


available as accessory items. This 
remote control eliminates the need 
for a projectionist, delays, annoy- 
ing hand signals, and other cues. 

Two by two slides may be pro- 
jected manually with a slide changer 
included as standard equipment. 
Other features include blower cool- 
ing, a five-inch {3.5 Wocoated An- 
astigmat lens, “push-in” threading, 
and 15 degree tilting control. Three, 
four, seven and ten-inch lenses are 
available to meet varying needs. 

The largest (1000-watt) model 
weighs only 31 pounds, and case di- 
mensions for all units are 1334 by 
1334 by 1014 inches. Prices, includ- 
ing case, range from $199.50 to 
$279.50. 

More detailed information is avail- 
able from S.V.E., 1345 Diversey, 
Chicago 14, or DuKane Corporation, 
St. Charles, Ill. 


* * * 


Mitchell Camera Corp. Announces 
New “Follow Focus Attachment” 
* The new Mitchell Follow Focus 
Attachment for NC, Standard and 
16mm Mitchell cameras is designed 
for use in action shots moving to- 
ward or away from the camera. It 
is said to assure full control of pic- 
ture framing and lens focusing, par- 
ticularly at close, critical ranges. 
Once the attachment is fastened 
to the camera, all follow focus con- 
trol is accomplished through the use 
of one knob. This saves lost produc- 
tion time on the set often required 
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for the solving of follow focus paral- 
lax control. 

The Follow Focus, supplied in kit 
form, is said to be easy to install 
and remove, and does not interfere 
with the use of all standard Mitchell 
accessories. It is supplied complete 
with bracket for attaching the matte 
box. 

Full information is available from 
Mitchell Camera Corp., 666 West 
Harvard St.. Glendale 4, Calif. 


Mitchell “Follow Focus” Elements 





Bell & Howell Replaces Comat 
with Keener Anastigmat Lens 

* Sharper pictures on the screen 
with foreground images standing out 
clearly from the background is said 
to be the advantage of a new an- 
astigmat lens, the Bett & HOWELL 
1-incu £/1.9, made by Taylor, Tay- 
lor & Hobson, Ltd., for 16mm mo- 
tion picture cameras. 

This lens replaces the previous 
l-inch £/1.9 super comat lens and 
will be standard equipment on all 
Bell & Howell 16mm cameras or- 
dered with l-inch £/1.9 lenses. Bet- 
ter correction of aberrations with 
higher resolution has been achieved 
in the new lens, according to the 
manufacturer. Besides clearer per- 


spective, the lens makes a truer re- | 


cording of skin, fabric and architec- | 


tural textures. 


Each lens is individually precision | 


calibrated to achieve this sharpness. | 


A hard coating of magnesium flu- 
oride has been applied to assure 
maximum light transmission. Now 
available from Bell & Howell dealers, 
the lens retails at $86.95. 


New Bell & Howell Camera Lens 
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Put New "ZING" into your Color Films 
and Slides... and Stereo too! 





For showing merchandise 
with amazing 
new color realism 





For adding new 
color “interest” to 
production and 
institutional films 





For injecting 

new sparkle and life 
into instruction and 
training pictures 





WITH 


~ RADIANT 


the first and only screen made expressly 
for color and stereo projection... 


Your color films and color slides represent a large investment. For a 
trifling cost you can assure the very top color projection results 

by showing your color pictures on the new Radiant Colormaster Screen 

This new type screen gives you brilliance, depth and delicate shadings 

that make your color pictures wake up and live! Only Colormaste: 

has the special Color-F lect screen surface that gives you color so rich, 

so warm, so wonderfully natural. Only Colormaster has Tensi-Bar and 

Tensi-Lock that hold the screen flat and tight which eliminates annoying 

shadows and streaks. These same exclusive features make the 

Colormaster ideal for stereo projection, too! 


COLOR-FLECT’ FABRIC 


Shows color in full brilliance 


TENSI-BAR* 


Holds Screen Flat and Tight 


TENSI-LOCK':* 


Means No Sag 


For full details, prices, sizes—and information on how you can 
see an actual demonstration—and get a free booklet on 
“Color Projection” fill out and mail coupon today! 


No Ripples 








*T.M. {tPot. Applied For 


N\A \0 bs Za 


RADIANT 


r- 

| RADIANT MFG. CORPORATION 

| 1225 S. Talman Ave., Chicago 8, Ill. 

| Please send me price list, descriptive circular and specifications 
on the new Radiant “Colormaster" Projection Screen and free 

| booklet on “Color Projection”. Also information on how I can 

| see a demonstration 


Ag tTi\e se 


WORLD'S FINEST PROJECTION SCREENS 


Name 


Firm Name 





Address 


RADIANT MANUFACTURING CORP. 
1225 S. TALMAN a CHICAGO 8. ILL. L_ 


sasemmpebeitiiiaaminel 


City Zone State 











FOR BETTER SHOWS USE “THE AUDIO -VISUAL PROJECTIONIST’S HANDBOOK” 
* Many large U. S. business firms now use the 
Audio-Visual Projectionist’s Handbook to train 
employee projectionists. This graphic, illustrated 


manual contains step-by-step lessons on good show- 
manship; sells at only $1.00 per copy, postpaid. 
Order today from Business Screen, Chicago 26. 
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Grenfell Mission Work Depicted 
In “The Challenge of Labrador” 


® “The lure of Labrador is not in 
its finished civilization— it is in its 
elernal challenge to help others” 

This remark of Sir Wilfred Grenfell 
is the theme of The Challenge of} 
Labrador, a 37-minute motion pir 
ture relating the medical and social 
work of the 


which bear his name. 


service associations 


Opposing the formidable iceberg 
introduction is a close-up of a 
warmly worded stone which reads: 
“In gratitude to God for the Labra 
dor Doctor Sir Wilfred Grenfell . 
Founder and Superintendent of this 
mission to the fisherfolk of Northern 
Newfoundland and Labrador this 
tablet is erected by his friends on 
the fiftieth anniversary of his land 
ing on this coast August 4th, 1892.” 
color film 
effort to 


meet a bleak and abiding challenge. 


The lomm sound and 


narrates the continuing 
notwithstanding the improvements 
50 years of effort have wrought. 
While long shots hint the fierce, 
enigmatic beauty of the far north, 
most of the film is a nearby view of 
the cold fact existence of the frugal 
inhabit this 
The camera accompanies <a 
trods the 
stony paths between widely spaced 


citizens who lonely 
clime. 


“Grenfell” doctor as he 


frame houses of a frontier sort visit 
ing the tenacious dwellers. Hospital 
and social center scenes show doc 
tors and nurses performing surgery 
in association hospitals; outfitting 
Labrader tots with clothing; giving 
bed-time story attention to the or 
phaned, and affording a livelihood 
to the disabled. 

The Challenge of Labrador is a 
frank appeal for financial aid in this 
work. It is obtainable for a fee or 
contribution at all Grenfell offices. 
The Grenfell Association of Amet 
ica has headquarters at 366 Fifth 
ave., New York 1, N. Y. The New 
England Grenfell Association oflice 
is at 25 Huntington ave., Boston 16, 


Mass. 


* « 7 


“Embryology of the Ear,"’ Part |, 
Viewed by Medical Science Group 


* Part I of Embryology of the Ear, 
an animated color and sound motion 
picture, was previewed by the Amer 
Academy of Ophthalmology 
and Otolaryngology at a 


ican 
recent 
meeting in Chicago. 

Embryology of the Ear, produced 
for the Academy by Sturgis-Grant 
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PICTURE PARADE 








Productions of New York, is a com- 
panion film to Embryology o} the 
Lye, which was viewed at the 1950 
Academy meeting and cited for its 
contribution to medical science at 
the International Congress of Scien- 
tifie Motion Pictures at The Hague 
the following year. 


To trace the embryonic develop 
ment of the human ear from incep- 
tion to birth, artists and animators 
made over 5,000 drawings in prep- 
aration for this half hour film. Em 
bryology of the Ear was produced 
under the technical direction of 
Alimann, M.D.. of Columbia 
University with the cooperation of 
the Department of Embryology of 
the Carnegie Institute. 


| ranz 


NEWLY-RELEASED MOTION PICTURES AND SLIDEFILMS 


“Travelogue of a Parts Salesman” 
Shows Busy Jobber on Long Walk 
® Jubilant over the success of their 
first sales training film, Travelogue 
of a Parts Salesman, the advertising 
staff at Toledo Steel Products Com- 
pany are literally following in their 
own footsteps. 

Two feet. belonging to an auto- 
motive jobber salesman, are the cen- 
tral characters in the narrated mag- 
distributed for 
company sales meetings and distrib- 


netic sound = film 
utor sales groups. The intrepid feet 
are used in split-frame sequences to 
mirror the salesman’s travels. When 
he walks through the automotive 
world, the top half of the frame 


registers a contrast of moving traf- 
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AS 
: 


Quality 


PATHESCOPE PRODUCTIONS 

MOTION PICTURES @ SLIDEFILMS @ TV 

580 FIFTH AVENUE, NEW YORK 19, WN. Y. 
PLAZA 7-5200 


demas 
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fic. As he calls on garages, car deal- 
ers. and truck fleet customers, the 
top section catches store fronts and 
fleet vehicles. 

During an eight-month run of the 
film. Toledo Steel 
able comment from all sales corners. 
It was decided to keep the feet on 
the road. 


received favor- 


Magnetic-sound filming 
was a preparation for this purpose 
as the company intends to re-use 
some of the same footage in subse- 
quent films. 

Another use made of the tape re- 
cording method in Travelogue of a 
Parts Salesman was a personalized 
dedication to the particular organ- 
ization viewing the film. Each audi- 
ence experienced an agreeable sur- 
prise as local names were named. 

* * % 

“Beginning Softball"’ Slidefilm 

Text for Community Leaguers 

*® Beginning Softball, the Athletic 
Institute’s 10th sports instructional 
slidefilm, is a complete aid to teach- 
Fach “kit” 
consists of eight slidefilm units, ac- 
companying 33-1/3 RPM records, 
a Softball Instructor's Guide and a 
Copy of the “How to Improve Your 
Softball” students handbook. The 
slidefilms are entitled: 


ing the popular game. 


The Game, 
Hitting, Base- 
running, Pitching, Base Play and 
Defensive Team Play. 

Detailing all the basic skills re- 
quired in the game of softball, the 
new slidefilm offers an audio-visual 


Throwing, Fielding, 


teaching program for schools, 
churches, community and industrial 
recreation programs. The 35 mm 
film contains 390 frames and has 
a running time of nearly an hour. 

The Athletic Institute supplies the 
slidefilm at cost-—-$61.25 for the 
sound version and $18.25 for the 
silent kit-—without Other 
films in the Beginning Sports Series 


records. 


include archery, badminton, base- 
ball, bowling, golf, tennis, tumbling, 
basketball and volleyball. 

For further information on these 
slidefilms, write The Film Depart- 
ment. The Athletic Institute, 209 S. 
State st., Chicago 4, Illinois. 


Betow: This youthful player shows throw- 
ing skill in new “Softball” series. 






















Wesr Coast O11: Information Committee 
activities during past year are told in 
“Ladies and Gentlemen.” Scene above is 
from this current Graphic Films’ produc 
tion. (See full story below.) 


Graphic Films Busy with Slide, 
Motion Pictures on Health, Oil 
® Progress on three new motion 
pictures and a sound slidefilm was 
reported recently by Graphic Film 
Corporation. 

An animated medical film. The 
Embryology and Pathology of the 
Tract.” 


pleted. In production for over one 


Intestinal has been com 
year, this picture is a study of re- 
search conducted by Dr. Lawrence 
Chaffin and Dr. William Snyder of 
the Los Angeles Children’s Hospital 
the 


California. 


and University of Southern 

Nearing completion is Ladies and 
Gentlemen, a film describing the a 
tivities of the West Coast Oil Infor- 
mation Committee for the past year. 
Featuring Lurene Tuttle and Larry 
Thor. this film is being produc ed for 
the Western Oil and Gas Association. 

Beginning production is a new 
sound slidefilm and booklet for the 
inion Oil Company of California, 
The Horse with Too Many Shoes. 








For !émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 
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This 


engineers, 


film is aimed at lubrication 

The City That Disappears, pro- 
duced for Stanford Research Insti- 
tute, has created enough public in- 
a booklet on the 
Angeles smog problem, which 
Grafic 


terest to warrant 
Los 
commissioned to 


has been 


prepare, 

“Air Power in the Atomic Age” 
Tells 50-Year Story of an Era 

*® When Orville and Wilbur Wright 
straddled hbox-kite 
into the air 50 years ago, they had 
to share the sky with clouds. 
birds and a few errant balloons. The 


their motorized 


only 


multiplication of man-wings, the in 
creasing role of “air power” since 
that first flight at Kitty Hawk field. 
Power in the 
Ie, the New York Times 


> mm sound slidefilm for 


is the story of Air 
fiomic 
Decem- 
ber. 
The 


mation of aircraft types, their eve1 


unending. radical transfor 
increasing use in war and peace and 
their major share of the defense in 
the the 
thought-targets of this 60-frame film. 


atomic age are timely 


In six sections, Air Power in the 
Atomic Age introduces the changing 
concepts of space and time; the 
workaday and pleasure uses of 


planes; the genesis of military air- 
eraft; the 
terms of jet 


Communist threat in 


aircraft and nuclear 


weapons; steps to strengthen Amer- 
ican air power and the problems of 
building and maintaining strong air 
defense. 

Illustrated with photographs, maps 
the slidefilm 
its subject in clear graphic terms. 


and charts, presents 
A teachers’ discussion manual, with 
an introduction to the topic and ad- 
ditional data on each frame, ac- 
companies the slidefilm. 

Air Power in the Atomic Age is 
the third in the 1953-514 series of 
eight New York Times slidefilms on 
current affairs. The entire series is 
available for $15.00. Individual 
slidefilms cost $2.50 each. They are 
available from the Office of Edu- 


cational Activities, The New York 
Times, Times Square, New York 
36. New York. 

* *~ * 


Emerson Yorke Signs With 
Sterling for 13 TV Subjects 


® Emerson YorKE STUDIOS, in 
New York, has signed with STER- 
LING TELEVISION CORPORATION to 
release 13 variety. travel and docu- 
tele- 
The same films 


mentary subjects for use on 
vision in the L. S, 
are being re-recorded in Spanish for 
release to the growing Latin Ameri- 
can TV market. Yorke’s affiliate, 
Pan American Productions, 
handle the latter deal. direct. 


will 
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GREAT MOTION PICTURES ARE PROCESSED BY DPathé 


ame 


yl C@\er 


gives 


For those who demand 


you Lifelike color in 


the 


every scene 





Life like 


utmost in 


35mm color reproduction, plus 24-hour processing 


erie and world-famous Pathé Lab quality, the 


answer is Pathécolor. Phone either New York o1 


Holly wood for your showing ot the Pathécolor 


Demonstration Reel and see what Pathécolor can 


mean to your next picture, 


NEW YORK: TRafalgar 6-1120 
105 East 106th Street 


HOLLYWOOD: HOllywood 9-396! 
6823 Santa Monica Blvd. 


Both New York ar 
5sMM bad 
Vth Va 


SLE 


i Hollyw 


16MM ° 


d Have ¢ 


oratories, Inc. is 


COLOR 


a subsidiary 


NEW & USED EQUIPMENT 


For Motion Picture & TV Film Production 





mplel Tathé Lavor itory Fa 


e BLACK AND WHIT! 


of Chesapeake Industries, In 


FES 


F&B LEG-LOK TRIANGLE... 





Q First important improvement in triangles since 
“Birth of a Nation.” : 
Leg-Lok clamps grip tripod legs—no fear of 
points falling out of sockets, comera & triangle 
can be moved by 1 man now, can be used on 
roof of wagon or truck. Adds stability, rigidity 
& safety. Cut-out center casting absorbs strain 
on leg hingles — prevents loosening. 

Note large finger-tip tightening knobs — large 
engraved numberals on extendable legs for ac- 
curate levelling. 


IMMEDIATE DELIVERY — $26.95 


F & B Film Footage Counter 


35mm & 16mm 





SINGLE 
DUAL model counts lémm and 35mm separ 
ately or together 

Two switch positions—SYNC for synchronous 
interlock with projector, recorder, dubber, 
etc.; LINE for manual control 


WRITE FOR BROCHURE 


FLORMAN & BABB 


70 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N. Y. 
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Smallest Vidicon Tube Said to 
Do Big Job in TV Film-Pickup 


* A two-ounce television camera 
tube, called the smallest ever de- 
veloped for broadcast use, was 
among the prodigies unveiled at the 


SMPTE 


Vidicon-type tube was announced as 


recent convention. The 


promising greater efliciency and 
economy in the televising of movie 
films. 

Technical details of the film pie kup 
Vidicon were described for the con 
vention in a paper by R. G. Neu 
hauser, tube engineer for RCA Vic- 
tor Division, producer of the new 
Only a 


fraction of the size of an Icono- 


, ” 
eing eve 
seeing eye. 


electronic 
scope tube, normally used for film 
pickup, Vidicon is claimed to be up 
to three times more sensitive and 
have a spectral-response character 
istic approaching that of the human 
eye. The tube measures one inch 
in diameter and six and one-quarter 
inches in length. 

An outgrowth of the original 
Vidicon-type pickup tube for indus- 
trial, closed circuit TV systems in- 
troduced by RCA last year, the new 
tube also utilizes a photoconductive 
layer as its light-sensitive element. 
The film-pickup Vidicon has a reso- 
lution capacity of approximately 600 
lines, and needs only one-third to 
one-half the light requirements of an 
Iconoscope for televising motion pic- 
ture films. For televising transpar- 
encies and opaques, the light re- 
quirement is one-twentieth of that 
needed for film-pickup, according to 
the laboratory spokesman. 

Vidicon is the first film-pickup 
camera tube to develop a signal-to- 
noise ratio sufliciently high to allow 
effective use of aperature correc- 
tion, an operating technique for in- 
creasing the clarity of fine details 
picture, Neu- 
hauser said. The visual equivalent 
of the Vidicon’s signal-to-noise ratio 

the ratio of the intensity of the de- 
sired video signal to that of unde- 
sired noise signal 


in the transmitted 


has been meas- 
ured as 300 to one, he added. 
Vidicon is suited to the reproduc- 
tion of color films on a monochrome 
system and may be used with any 
type TV-film projector. 
* o * 
Betow: RCA’s new two-ounce Vidicon 


camera tube (held by model) is compared 
to standard model on table in foreground 























ALONG THE EQUIPMENT LINE 


Trembling Tripod Steadied by 
F & B Leg-Lok Triangle Device 
® A steady-legged tripod is prom- 
ised by FrormMan & Bass in an 
nouncing their new Lec-Lox Tri 
ANGLI The triangle has screw-down 
clamps which fasten to each tripod 
leg. Large finger-grooved knobs are 
said to permit maximum tightening 
pressure. This is to prevent the legs 
from jumping out of the triangle 
when moved. A camera plus the tri- 
angle may be moved by one man. 
Leg Lok has a cut-out center cast 
ing which absorbs most of the strain 
on leg hinges, preventing loosening 
and wobbliness, the manufacturer 
says. The triangle features large en- 
graved numerals on each extendable 
leg for quick and accurate levelling. 
It can be clamped on the roof of a 
station wagon 


The Lec-Lok TRIANGLE is now 


available at Florman & Babb, 70 
West 45th st.. New York 36, N. Y.. 
or at local dealers. 

* * * 
Silver King Production Screen 
Designed for Stereo-Color Films 
* Si_ver KING, is a motion picture 
and slidefilm projection screen, “de- 
signed for beauty, ease of operation, 
and perfect stereo-color projection,” 
according to Cuester C. Coo ey, 
president of Da-Lite ScreEEN Com- 
A metallic sil- 
ver surface is said to preserve the 


PANY, manufacturer. 


stereo camera realism. 

The new screen is a composite of 
earlier Da-Lite features, including a 
pushbutton opening device which 
raises the extension rod as the tri- 
pod legs open; and an aluminum 


‘ 


equalizing “slat-bar,” first used on 


the larger DeLuxe Challenger 


screens. 


SHRINKAGE 


» ——GONSIGNS FILMS. «9 


Sra res aie dite ETNA, 


10 OBLIVION 


Fine i 
Yeer-Reny 
RESTORES THEM 


10 UFE... 
and EARNING POWER 


* 


Let us revie 


negatives and co 


Peerle $ Ww 


* 


shrunken 


f of Q nais 
ell you if they 
can be restored 


» usefulness 


Write for PEER-RENU folder 
Thar’s Gold in Them Old Films 


ld dd aX 


FILM PROCESSING CORPORATION 


165 WEST 46TH STREET NEW YORK 36, NEW YORK 


959 SEWARD STREET HOLLYWOOD 38 CALIFORNIA 


Protective film treatment 


and other special service 


to aid producers 


complete film distribution servicing 
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Da-Lite’s Presipent, Chester C. Cooley 
proudly displays the company’s new “Sil- 
ver King” screen. 


Another feature of the new screen 
is the roller-lock, enabling the end 
cap to stretch the fabric uniformly. 
The roller-lock pin maintains fabric 
tension. The extension rod push- 
button releases the fabric tension. 
Silver King screen is available in 
two sizes: 40 by 40 inches at $31.95 
and 50 by 50 inches at $39.95. 

7 * * 
Telectrotape, Portable Recorder 
Offered by New York Manufacturer 
* A lightweight, dual track recorder, 
TELECTROTAPE, has been entered in 
the low price field by TeLectro- 
sonic Corporation, New York. The 
new recording machine retails for 
$75.00. 

Telectrotape is characterized by 
its manufacturers as being the small- 
est and lightest recorder of its type, 
measuring 7 by 111% inches and 
weighing 14 pounds. Mechanical 
features are a fast forward and re- 
wind; tape speed of 334 inches per 
second; high impedance input for 
microphone, radio and record play- 
er; one hour of recording time from 
a five inch reel of tape; recording 
level indicator; single control for 
record, play and idle; 110 volt 60 
cycle A.C. operation. 

The machine is sold complete 
with microphone, five inch reel of 
pre-recorded tape and extra reel and 
power cord. The reels may be kept 
permanently in place and used with 
the cover closed. Telectrotape is 
transported in a maroon and beige 
plastic airplane cloth luggage case 
and has a “custom designed” es- 
cutcheon and motor board. 


* * * 


Eastman Kodak Reduces Prices of 

Kodaslide Table View 4X and Case 
* Effective immediately, the East- 
MAN KopakK Company has reduced 
the price of the Kodaslide Table 
Viewer, 4X, and its carrying case 
from $49.50 and $15.50 to $37.50 
and $9.75. 











SMPTE MEETING REPORT 


* 500 motion picture engineers and 
technicians attending the 74th Semi- 
Annual Convention of the Society 
of Motion Picture and Television 
Engineers in New York last month 
elected a new slate of officers for 
a two year period beginning next 
January 1. Axel G. Jensen, of Bell 
Telephone Laboratories, Inc., was 
elected engineering vice-president ; 
Barton Kreuzer, of RCA Victor, fi- 
nancial vice-president and George 


Colburn, of W. Colburn 


Laboratory, Inc., treasurer. 


George 


Extends Word of Caution 

Herbert Barnett, SMPTE  presi- 
dent, told the opening session of 
the meetings that 3-D, wide-screen 
and stereophonic sound might bring 
a re-awakening of the motion pic- 
ture industry, but cautioned that 
the new techniques should not cause 
a sense of false security. “Our long 
range salvation,” he said, “depends 
on how well we have learned the 
lesson of the past few years, and 
the degree to which every segment 
of the industry applies itself to 
meeting its responsibilities to the 
public.” 

Eastman Kodak’s D. L. MacAdam 
warned directors that stereoscopic 
photography revealed artificial sets, 
poor lighting and incorrect perspec- 
tive. The director must avoid the 
use of badly 
lenses in 3-D work. 


distorting telephoto 


Predicts Advances in Sound 
W. B. Snow, an 
sultant, likened 


film sound to “listening to sound 


acoustics con- 


present standard 
through a hole in the wall.” Stereo- 
phonic sound offers the human ear 
an experience that has no equiva- 
lent in normal life. Mr. Snow thinks 
it will come fast. 

3. Crabtree, of Eastman Kodak 
Research Laboratory, explained 
some of the work his company is 
doing to develop a high-speed meth- 
od of developing motion picture 
film. He said the new process uses 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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|| Put a SELECTROSLIDE to work 


an inorganic compound, vanadium 
salt, and cuts developing time from 
three minutes to about 25 seconds. 
This is approximately the same 
speed now obtained by hot-develop- 


ing special non-swelling film for in- | 
termediary theatre television. With | 
the vanadium solution, regular film | 
can be used and the developer kept | 
at normal temperature. 

The SMPTE agreed upon a set | 
of operating standards designed to | 
insure uniform quality from new | 
stereophonic sound equipment that 
combines photographic image and 


three-track magnetic sound on one | 





film. 

Frank A. Cowan, engineering Let a Selectroslide present your sales message — illus- 
staff manager of the American Tele- | trate your training program — dramatize your reports. 
phone and Telegraph Company, It’s operation is completely automatic, or can be operat- 


ed by remote control. 48 Slides in story-telling sequence 
repeat over and over when necessary. The superb 
1000-watt projector produces large brilliant images in 
the largest auditoriums. Completely portable, Selectro- 
slide is easy to operate, effective to use. Select the 
best — Selectroslide. 


said his company can set up a thea- 
tre-TV 


basis any time it is required. It 


network on a permanent | 
would be the equivalent of any pres 
ent telecast network, he said. 

* * + 


Bell Sound, Audio Trail-Blazer, 


Is Purchased by Thompson Products 
* The purchase of Bett Sounp 
Systems, Columbus, Ohio, by} 
THompson Propucts, INnc., Cleve- | 
land, manufacturer of aircraft, auto 

motive and electronic parts, was an- 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 


Write for 
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nounced recently. 


| 

Froyp W. Beri} L 3 
ago, the company | z LMS 
which bears his name pioneered with | 
public address systems. Following FOR INDUSTRY 
World War II, it expanded into new | C L +. 
lines and now manufactures high Ri PS 
fidelity amplifiers and tape re- FOR EDUCATION 


corders. 
“We are happy to enter this field | Specialized equipment and the know-how of a group of specialists who 
with o line of reputable products and have produced over 350 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 


Founded by 


twenty years 


in association with Floyd Bell, who 
is so well known in the industry,” | 
J. D. Wricur. president of Thomp- 
“Mr. Bell 


will remain with the company and 





son Products, Inc., said. 


will work with us in the promotion | 
of the enterprise. Bell Sound System | 
will retain its present identity, con- | 





tinuing to operate in Columbus as a| 
wholly owned subsidiary of Thomp- | 

















WE SELL 
WE RENT © WE SERVICE 


the film and TV needs 
of the universe. 


son Products.” 
- * * 


Literature on RCA Arc Projector 








* New photo literature describing 
the recently introduced RCA 16 mm 
*“Porto-ArRc” projector is now avail- 


A complete tine of 35mm 
and 16mm Cameras, Moviolas, 


Dollies and accessories. 


MITCHELL © BELL & HOWELL * MAURER © AURICON 


Lighting & Editing equipment. Procexsing 
Machines. Whatever your needs—you name 
it—we have it. 


able on request from: Engineering | 
Products Department, RCA Victor | 
Division, Camden 2, N. J. Those | 
requesting this material are asked | 
to specify form 2R8783. Detailed | 
in an earlier of Business | 
ScrEEN, the “Porto-Arc” is recom- | 
mended for use in industrial audi- | 
toriums, colleges and large schools. | 


issue FRANK C. ZUCKER 


GAMERA CQuipment ©. 


1600 BROADWAY NEW YORK CITY 


Expert Factory Repairs 
enses mounted — “T” stopped — 
calibrated and tested. 
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Bernarp Necson Mocuan 


B. N. Nelson Is Appointed Sales 

Manager of Transfilm, Incorporated 
® Bernarp Nectson Mocuan. for 
mer director of advertising and sales 
promotion manager of Spencer, Ine., 
New Haven, 
pointed sales manager of TRANS 
FILM, INCORPORATED, New York 
business and television film produc 
er. Mr. Mochan has already assumed 
his duties at the Eastern studio. 


* 


Conn. has been ap 


Henning and Cheadle Annouces 
Home Office Staff Appointments 

® HENNING AND CHeapie, Ine. pro 
ducers of sales promotion and train 
New York 


and Chicago, has announced a re 


ing programs in Detroit, 


organization of its home ofhece staff 
in keeping with current expansion. 

The responsibility of production 
manager has been assumed = by 
Herpert Hamiton, of the 
tion staff. Mr. 
was associated with The Jam Handy 
Organization and the Mercury Lith 
ography Corporation. 


The Art 


undergone changes. 


produc 
Hamilton formerly 


Department also has 
rep DEUKER, 
formerly art director for seven years 
Handy 


has been director of the 


and associated with Jam 
previously, 
new Design Department. 

Rocnu LaMontacne, with five 
years’ experience in every phase of 
art work at Henning and Cheadle, is 
art director, 

KARL STANDLEY, who 
joined the organization after seven 
Advertis 
ing Department, will manage the 


recently 
teen years with the Norge 


newly formed Cost Control and Pur 
chasing Department. 
RCA Custom Records Names Rogers 
as New York Sales Representative 
® Peter Rocers has been appointed 
New York sales representative for 
RCA Vicror Custom RECORD 
SALES. 

Prior to joining RCA Victor, Mr. 
Rogers was assistant general man- 
ager of K. R. Smith-Allied Record 


Manufacturing for two years. 


People 55 ic2Pichures 


Devine Heads ANA TV Group 

® John F. Devine of the J: Walter 
Thompson Company recently was 
appointed chairman of the Commit 

tee on Radio and Television Produc 

tion of the American Association of 
Advertising Agencies. He 
lected by the Operations Committee 


of the A.A.A.A. Board of Directors. 


ae * 


was se- 


Lawrence McGinley Named 
Midwest Educational Manager 
of United World Films, Inc. 


® Lawrence J. MecGintey has 
been named mid-west division man 
ager for the Educational Film Di 
vision of UNITED WorLD Fr iLMS, 
Ine Mr. MeGinley was former 
branch manager for United World 
in Portland. Oregon 


MODEL SW-602 


Technical excellence combined with film 
production facility and economy has earned 


Reggie Witalis to Kling Studios 
® The asso iation of Reccre WiTALts 
with the Art and Motion Picture- 
TV Divisions of KLiInc Stupios as 
an account executive has been an- 
nounced by Ropert B. Errinperc, 
Kling president. 
Mr. Witalis. 
creative sales, comes to Kling from 
Thompson Associates in New York 
City where he served as an account 
vears. Mr. 


Witalis will represent the company 


whose spec ialty is 


executive for seven 


in the Louisville regional area. 


Southerland's New Chicago Office 
* Chicago office facilities for JouHn 
SUTHERLAND Propuctions, INC. are 


now located in the Palmolive Build- 


ing. 919 North Michigan Avenue. 


CimemaScope 
REPRODUCERS 


PORTABLE FIELD RECORDERS 


3- CHANNEL 
REPRODUCERS 


MULTI-CHANNEL 
NTERLOCKED OUBBERS 


STUDIO DUBBERS 
ANDO RECORDERS 


the MAGNASYNC a proud reputation. 


Field-tested under all conditions, the SW-602 
has proven to be a pacemaker in 16mm 


professional sound recording. 


Geb am. 


Price: $1275 complete system 


Distributed by 


MAGNETIC RECORDERS COMPANY 


7120 Melrose Ave., Los Angeles 46, Calif.; WEbster 3-5545 


CAMERA EQUIPMENT COMPANY 


F.0.8. North Hollywood 


QUALITY 

AMPLIFIERS 

FOR MAGNETIC RECORDING 
& REPRODUCTION 


1600 Broadway, New York 19, N. Y.; JUdson 6-1420, Cable: CINEQUIP =aeaRe2 


Manufactured by 


MAGNASYNC MANUFACTURING CO., LTD. 


P.O. Box 707, North Hollywood, California 


imerica’s leading manufacturer of 


TE 


0; Magnele Fiim RECORDER oor 








Magnetic Film Recording and Reproduction Devices 


ALBERT Z. CARR 


Albert Carr Rejoins Caravel Films 
as Vice-Pres. Account Executive 


* Apert Z. Carr has been ap- 
pointed vice-president and account 
executive of CARAVEL Fits, INc. 
During the war, Mr. Carr was 
assistant to the chairman of the 
War Production Board, and was 
later economic advisor on the White 
House staff. 
associated with Caravel in the de- 
velopment of sales training films for 
industry. 


Before the war, he was 


He is the author of numer 
ous books. magazine articles. and 
motion pictures. 

* * * 

McGeary-Smith Laboratories 
Name Owen Safford Sales Mgr. 
* Owen D. (Jack) Sarrorp, for- 
mer representative for American 
Airlines in Washington, has joined 
MeGeary-SMITH LABORATORIES as 
sales manager. 

Mr. Safford has been with Amer- 
ican Airlines for the past eight 
years. including service as Euro- 
pean cargo sales manager for Amer- 
ican Overseas Airlines in 1919 and 
i950. At McGeary-Smith, Mr. Saf- 
ford will assume the responsibility 
of guiding the company’s sales and 
promotion efforts. 

McGeary - Smith 
plete motion 


provides com- 
picture laboratory 
services for producers in the ex- 
panding fields of commercial and 
television motion picture produc- 
tion. Recently the company opened 
a motion picture production studio 
in Washington as an added service 
to producers. 
* * x 

Appoints New England Sales Rep 
* Foca Point Fitm Propuctions, 
producers of business and educa- 
tional films, television commercials 
and television program films, has 
announced the appointment of WIL- 
LIAM F. MorGan as sales represen- 
tative in Southern New England. 
Mr. Morgan will make his head- 


quarters in Hartford, Connecticut. 
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Capsis Named Writer-Director 
for New Jersey Film Producer 
* Joun Capsis has been appointed 
a writer-director for ON-Fi_M. INc.. 
Princeton, N. J., Robert Bell, presi- 
dent, has announced. Formerly, 
Capsis was on the staff of the Prince- 
ton Film Center and was associated 
with the radio-television department 
of Southwest Advertising Agency. 
Fort Worth, Texas. He is a graduate 
of Princeton University where he 
was active in dramatics. 

* * 
Reela Films, Miami, Fla. Studio 
Names Brodock General Manager 
* Frank J. Bropock has 
named general manager of REELA 
Fitms, Inc.. of Miami. Formerly 
sales manager of the company, he 
joined Reela Films in 1951. Previ- 
ously he had been associated for 17 
years with The Jam Handy Organ- 
ization, Ine. 

Mr. Brodock’s plans for 
Films call for increased television 
film activity for Northern agencies 
and an 


been 


Reela 


acceleration of the com- 
pany's industrial color film work. 





FRANK J. Bropock 


35mm 





A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 


For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 


Model 11 





James B. FaicHney 


James B. Faichney Resigns as 
U. S. Agency Production Chief 


* “Since | am a motion picture pro- 


ducer, and since you have indicated 
there will be no production in the 
foreseeable future unless additional 
appropriations are received from the 
Congress, there is litthke or no need 
for my services in a continuing ea- 
pacity.” 

With this preface, James B. Faich- 
ney tendered his resignation this 
month as chief of the United States 
Information Agency’s New York of- 
fice production branch. In the letter 
to J. Cheever Cowdin. director of the 
Motion Picture Service. Faichney ex- 
pressed a desire to return to private 
industry but offered his services if 
future need should arise. 

New Veep for Young America 

* Frep T. Powney has been elected 
a vice-president of YOUNG AMERICA 
Fitms, INc., 
announcement by 


according to a recent 
STUART 


SCHEF- 
TEL, president. 







just one outstanding ARRIFLEX feature. 





Equipped with bright, right-side-up image finder, 
6'4 x magnification. Solves all parallax problems. 
Variable speed motor built into 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 


3 lens turret. 


filming. Takes 200’ or 400’ magazine. 


NUMBER 7 © VOLUME 14 








fRamnm ¢ vUcKtr 


(eamena Equiemem 6 


Write for free folder. 


1953 















Noumade fj 


MM-II9 


the varied fil 
library 
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A practical stor- 
age cabinet for 


Holds 
400, 800, 1200, 


reels; 
cans plus util- 


base Overali 
size: 30” wide, 
70” high, 16” 
deep. Over 50 
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RK-250 
Ideal for School Fiim 
Libraries. Seven tiers 
of Separator Racks hold 
250-400 feet |émm reels. 
Many models to choose 
from. 


FOR COMPLETE FILM 
EQUIPMENT SEND 
FOR FREE CATALOG 


Nowmade 


PRODUCTS CORPORATION 
330 West 42nd Street 


New York 18, N. Y. 
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Films for Industry 
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Dont scratch your film 


BECAUSE OF SCRATCHES 


let RAPID remove them! 
Many a fine movie print 
or negative is sent to the 
glue factory when it gets 
a few unsightly scratches. 
Wouldn't it be kinder to 
your film (and you) to 
send it to us for a thor- 
ough reconditioning? Our 
exclusive process removes 
all scratches, dirt and 
other surface imperfec- 
tions from old or damaged film. And best 
of all, it costs so little. That's how more and more users of 
film keep their films running 
time. 


WA, 


and winning the race against 


Our two exclusive processes: 


We remove scratches, fingermarks, 
oil stains from both sides of film, 
restore flexibility to brittle film and 
repair faulty splices. 


RAPIDWELD— 


We coat the emulsion side of new 
RAPIDTREAT— film to protect against scratches, 

staining and brittleness that occur 

through handling and projection. 


Among our many satisfied cust s are: East Kodak Co., 
E. I. du Pont, U. S. Steel, General Motors, American Cyana- 
mid, Pan American Airways, Jam Handy Org., CBS-TV, 
NBC-TV, Atchison Topeka Santa Fe R.R., State Dept. of 


Education, Georgia, Conn. 
* KODACHROMES 


rapid 
® NEGATIVES 


Film Technique, inc. EST. 1959 © PRINTS 


21 WEST 46th STREET @ NEW YORK 36, N. Y. @ JU 2.2446 





16 and 35 mm 
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TV Time for Sponsored Motion Pictures 


NEW YORK’S WNBT OFFERS AN EXAMPLE OF ACCEPTANCE STANDARDS 


SK ALMOST any business film sponsor if 
television screenings of his latest film are 
really important to him. Answers you get 

will range from the most enthusiastic to the 
slightly cautious, but a concensus indicates that 
free television time is not “a minor subsidiary” 
to ordinary non-theatrical distribution, but a fac- 
tor that is important and becoming more so all 
the time. 

Several questions arise in considering whether 
business should “go after” this time with more 
determination or just take it as it comes, 

1. /s it worthwhile? Of course it is. If your 
film is worth seeing—if it will tend to win friends 
for your company— every showing you get is 
money in the bank. Audience totals will certainly 
be large—even at “off hours” 
audience estimates must be taken with a grain of 
salt 


though station 


Acceptance Depends on Film Content 


2. Is it hard to get business films on tele- 


vision? Generally no, although it varies. Even 
the key network stations in the major cities will 
if the 
subject warrants. Smaller VHF stations and al- 
most all UHF outlets run them regularly, up to 


run business films—for free. of course 


a dozen or so hours a week. 

Sponsors do find, however, that a fair number 
of valuable prints are tied up if shipped without 
a specific station request. Some firms wisely use 
a specialized film distributor to handle these 
details. 

}. Why do they run them for nothing? Some 
companies with good business films have noted 
the paradox of paying through the nose for a 20- 
second spot, and then seeing the station run a 
whole half hour of the same company’s public 
relations film for nothing. Stations do this—let’s 
face it—-primarily because they are hungry for 
material which TV uses up at a tremendous rate. 

Second, they do it because your films are free 
and television programming costs money. That 
means a lot, especially to small stations. 

Third—and don’t underestimate this—your 
free film may be much, much better in quality 
and interest than anything the station can sched- 
ule in rented films or live programming. 


Is It News Or in “Public Interest?” 
Fourth—-your film may have news value or be 
in the public interest. Just as any newspaper, or 
any magazine, prints news or features based on 
“publicity releases” from and about business, if it 
is genuine news or an interest feature story, so 


MEETS A NEED INDEED! 
16mm and 35mm Visible Edge 


Film Numbering Machine 


A necessity in 3D or TV. 16mm and 35mm 
print between the perforations only — 
35mm prints on the outside edge if desired. 
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$2250 Brochure 


S. O. S. CINEMA SUPPLY CORP. 


DEPT. H, 602 West 52nd Street, N.Y.C.— Cable: SOSOUND 


TV stations will schedule business films with pro- 
priety if they meet the station’s standards. 

1. What are the station’s standards? Each one 
is different. Sikorsky, American Petroleum In- 
stitute, Ford, Pan American and many other films 
have found almost universal acceptance and 
played almost every station in the country. Mod- 
ern Talking Picture Service and Association 
Films have arranged for literally tens of thou- 
sands of TV playings for films in their catalogs. 
But that doesn’t mean that every film can play 
every station, or even any film can play any 
station. 

On any station your film must fit TV pro- 
gramming time. It must fit 5-15-30 minute time 
segments and allow for station breaks, commer- 
cials, ete. It must be free of any actual adver- 
tising. And it’s got to be an interesting film. A 
half-hour run-around your nuts and bolts factory 
will just not do. 

Some stations are pretty easy to make—one 
station near New York recently ran 114 hours of 
Ford pictures and a half hour of Pan American 
film on a single week-end afternoon—and it was 
not the first time they had played the station 
either. One or two desperate UHF stations in the 
midwest, it is said, will take anything, almost all 
the way down to minute-movie advertising play- 
lets. But these, by and large, are exceptions. 


WNBT Will Show Right Kind of Films 

How does it work on a station that is really 
hard to “get on?” WNBT, in New York, prob- 
ably has as many hours of “sold” time as any 
station in the country, and it is the local key sta- 
tion of the NBC-TV network. Does WNBT use 
commercial films? It certainly does, likes them, 
and is glad to get them. 

If WNBT has a time slot open—and there is a 
good business film that would fit that slot—it gets 
played, and the station, and often the whole net- 
work, are happy to have put it on the air if it’s 
interesting, if it’s honestly non-commercial, if it’s 
in the public service or educational, and if it’s 
available—-and that means at the station’s optional 
time, even on the spur of the moment, and not on 


MOTION PICTURE 


TELEVISION ART 
AND 


OPTICAL PHOTOGRAPHY 


Animation — Titles 


343 LEXINGTON AVE. 
LExington 2-7378 
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TV AupbieENce 1s LarGe, less accountable, but a 


genuine factor for the sponsor whose films have 
real public interest value (scene above from an 


R. GC. B ol ff film). 


the basis that “you may book this film for your 
station on 90 day notice.” 

(One good way to get more playing time for 
films is to let stations keep them on indefinite loan 
for several months. A one-reel b/w print doesn’t 
cost very much—and if a film is constantly avail- 
able—on the shelf—it may, and often does, get 
multiple playings.) 


Guardian of the Quality Line 


Guardian of business film (and other films as 
well) standards for WNBT is the supervisor of the 
Film Procurement Division of the station, Miss 
Seulah Jarvis. The trade saying goes that if you 
can get your film in Miss Jarvis’ good graces it 
would be acceptable on just about every station 
in the country. It’s the acid test, they say, and it’s 
not a bad place to start any film if you have big 
plans for plumbing the free TV market. 

Here are some of the criteria and operating 
procedures used by Miss Jarvis’ division at 
WNBT: Your film should first be offered to the 
station with a short explanation of what it is 
about. An elaborate mailing piece isn’t necessary 

a letter, or a phone call will do just as well. 
Miss Jarvis is happy to preview almost any film 
that would possibly be acceptable to WNBT. 

It should be timed to about 1214 minutes (al- 
though 2814 minute films can sometimes be 
used), cleared for television (check your pro- 
ducer about this), clean, unscratched and of ordi- 


for those who want 


. 
. 
. 
. 


‘films 


of distinction 


’ 
‘ 


SAM ORLEANS PRODUCTIONS 
—EXPERIENCE SINCE 1914— 


211 w. cumberland 


¢ . 
is knoxville, tenn. 


“116 nw. Ind street 


‘ 


oklahoma city, okia. 
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nary good screening quality. B/W prints are 
best, but good Kodachrome is perfectly accept- 
able. 

WNBT doesn’t like a title or end-title that says 
“Presented by XYZ Company,” for, of course, the 


film, if used, would be presented by WNBT. 


Obvious Commercials Are Taboo 

A long or medium shot of the product or the 
company’s name on a sign may not be objection- 
able if they seem to be natural in the film, but ob- 
vious close-ups or contrived pan shots ending up 
on an advertising billboard are taboo. It just 
doesn’t pay to try to “sneak a commercial across” 

stations just won't take them that way. 

WNBT, and most other good television stations, 
like to have the same liberty of editing that a 
newspaper editor has in printing business news. 
This does not mean that the film will be edited 
to death, it just means that some things seem 
proper on television and some don’t-—and the 
station feels that it is the best judge. However, 
WNBT finds that with most business film distrib- 
utors no editing at all is necessary. 

Most business films appear on WNBT during 
the weeks between the ending of one program 
series and the beginning of another. For instance, 
if the Joe Blue program has been running its 
course for 26 weeks and goes off the air for a 
summer hiatus and the Richard Roe show won't 
start for two or three weeks, WNBT might find 
this a good time to schedule a couple of good 
business films to temporarily fill the time slots. 
At other times, WNBT, and the whole NBC-TV 
network, have scheduled whole series of business 
films. One of these shows, Prologue to the Future, 
was on the network for 16 months. 


Audience Mail Shows Real Interest 

You might wonder what viewers think of the 
programs once they get on the air. Of course they 
don't draw fan mail like the latest crooning heart- 
throb, but letters have come in once in awhile 
that indicate people like the films pretty darn well. 

Free TV time for business films is an impor- 
tant addition to other methods of distribution. Its 
scope will constantly increase as more and more 
new stations go on the air. Just as the stations 
are providing a welcome and free outlet for busi- 
ness films, film sponsors can render an important 
service to station operators by supplying good 
“non-commercial” and audience-building mate- 
rial. It can be a very happy combination that 
will build for a long and profitable future. Ng 

* * * 

Epitor’s Note: the report above is the first of 
a continuing series of articles on the standards 
of acceptance and detail involved in releasing 
sponsored motion pictures to the nation’s tv. 
stations. Watch for another in an early issue of 
Business SCREEN. 
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WITH BRIDGAMATIC 
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PERFORMANCE — proven in hundreds of in- 
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GEO. W. COLBURN LABORATORY INC. 


464 NORTH WACKER ORIVE* CHICAGO 6 


TELEPHONE STATE 2-7316 


16mm 
SERVICES 

















The finest Precision-made lenses available 
for 16mm — 35mm 


CINE and TV CAMERAS 
COATED — 6 ELEMENTS 


Perfect for color as well 
as black and white. 
Fully apochromatic, fully 
corrected for distortion, 
curvature of field, astig 
matism 

Used by the top 
Cameramen and 
Studios in the U.S. 


:1.3 50mm 

:2.0 25mm, 28mm, 
32mm, 35mm, 40mm 
50mm, 75mm, 100mm 

:2.5 150mm 


Special Lenses for 
Long Focus: 
#:3.5—300mm—3 element 
#:5.6—500mm—2 element 


Full range of lémm 
lenses also available 


Write for FREE CATALOG 
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Public Utilities and the Screen: Part 2 


BUSINESS SCREEN SURVEY REVIEWS PUBLIC POWER FILM PROGRAM 


HIS CONTINUING STUDY of audio-visual util 

ization in the field of public and private 

utilities also embraces the activities of those 
concerns which are publicly-owned. Government 
power has an even more urgent need to report to 
the citizens who own it and from Federal TVA 
to local city-owned light plant, the screen is per- 
forming the same useful services. both internally 
and in public relations. 

Reviewed in this issue are the film programs of 
Los Angeles’ Water and Powe Department, a 
local public trust and Ontario’s Hydro-Electric 
Power Commission. 


Public Relations and Training 
Are Film Objectives at Los Angeles 


*® The Department of Water and Power. City 
of Los Angeles, uses motion pictures and other 
audio-visual aids for two chief purposes: public 
relations and training. 

Representatives of the department use films 
in conjunction with public speaking appearances 
before local clubs and organizations, and in 
schools. These speakers address the groups in 
regard to the history and service of the depart- 
ment, and supplement their talks with films or 
occasionally slides. 

The most recent addition to the department's 
collection of films is The Twin Titans, a 30- 
minute, color story about the bringing of water 
and power to an arid village that later became 
Los Angeles 

Area Development Work Is Shown 

Karlier films which deal with the development 
of water and power in the area are Water for 
Villions and More Power to You. The first 
traces a drop of water from a snowflake on the 
distant slopes of the High Sierra mountains to 
the kitchen faucet. The later film covers the 
development of the Colorado River, and dis 
cusses today’s and tomorrow's power supply. 

Summer Storm emphasizes the importance of 
electric power, which must be made to order, 
and offers a behind the scenes picture of the 
department's service, 

Two department films promote areas in Cali- 
fornia. Paradise Trail is designed to create an 
urge in the viewer to hoist a pack upon his 
back and set out for a mountain vacation. 
Sportsmen's Paradise takes the audience on a 
tour of the Owens Valley-Mono Basin. 

Also Adapts GE, Federal Films 

Other department films include /ouse of 
Happiness, Vacation Paradise and Construction 
of a 138KV Underground Transmission Line. 
Purchased prints of General Electric's Pipeline 
to the Clouds and Clean Waters, and Hoover 
Dam by the Bureau of Reclamation are also 
used in the program. 

The other use for motion pictures is for in- 
service training and safety programs. Films, 
slidefilms and slides are used in the human rela- 
tions and supervisor training programs, in the 
orientation program for new employes, in “essen- 
tials of effective supervision” training, and dur- 


ing various other specialized training programs. 

The department’s training section has been 
using films as training aids for more than five 
years. and according to Otto S. Snoffer, public 
relations representative, motion pictures have 
been found to be valuable in making training 
programs more interesting. 

He said, “Films offer a change of pace since 
their presentation gives both the trainees and 
trainer a chance to relax.” 

The department also finds the use of well pre- 
pared films advantageous in presenting much 
pertinent material in a short period of time. 
In addition to their own films, other titles used 
include A Safe Day, Strange Interview, The 
Inner Man Steps Out, The Boss Didn't Say Good 
Vorning, and many others. 

To support its extensive motion picture pro- 
gram the department has two 55mm motion pic- 
ture projectors, 10 16mm _ projectors, as well 
as many slide projectors and other audio-visual 
aids used by different divisions within the De- 
partment of Water and Power. i 


Citizens Gas of Indianapolis 
Tells Story in “Taken for Granted” 


* The Citizens Gas and Coke Utility of Indian- 
apolis, Indiana is operated by the board of di- 
rectors as a public charitable trust. To tell its 
story of service to the community, the organ- 
ization has made a sound and color motion pic- 
ture called Taken for Granted. 

Dealing with a problem which faces prac- 
tically every utility company, public or private, 
this film tells the story of gas and its effect on 
the development of Indianapolis. It points out 
to the people of the county why their utility 
is important to them. 

Citizens offer the film to any group of 25 
or more persons in the county and will com- 
pletely stage the program, including projector 
film and operator, just for the asking. 

In the 18 months the picture has been in 
circulation it has been shown to audiences rang- 
ing from 15 to 250, and has enjoyed an ex- 
cellent’ reception. As public relations, Taken 
for Granted is called “extremely effective” 


Vall Praag 
productions 


PRODUCERS OF COMMERCIAL 


INDUSTRIAL AND TELEVISION FILMS 


1600 BROADWAY 
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Plaza 7-2857-2687-2688 
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Ontario Hydro-Electric Commission 


Encourages Interest of Consumers 


* The objective of visual aid utilization in the 
Hydro-Electric Power Commission of Ontario, 
is to acquaint its customers with all phases of 
the Commission’s undertakings and to create 
customer interest in the organization. 

The value or success of these efforts is very 
much in evidence in the general interest shown 
in the affairs of the commission throughout the 
Province of Ontario. 

In support of this effort the commission has 
sponsored three motion pictures which con- 
tribute to consumer information and education: 
Niagara the Powerful, More Power to the Farmer 
and The Bright Path. 

These films are distributed on a free loan basis 
to church groups, service clubs and other com- 
munity organizations. Schools are supplied with 
the films and supporting literature such as in- 
formation about the Hydro-Electric Commission 
and questionnaires on the subject matter of the 
films. 

When executives of the commission visit 
groups or organizations to speak on various sub- 
jects, 35mm slides are often used to support 
the program. 

For internal training the commission borrows 
or purchases films to suit various training pro- 
grams. Among those included in the past have 
been lineman training, safety programs and 
courtesy instruction. 

The commission owns four 16mm sound mo- 
tion picture projectors, one sound. slidefilm 
projector and several other pieces of audio- 
visual equipment to support its visual aids pro- 
gram, among employees and the public. at’ 





YPE TITLES 


Produced up to 
a standard—not 
down to a price 


Knight Studio 


159 E. Chicago Ave. Chicago 11 
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Summary of Public Utility Survey 
Shows Functional Role of Films 


*® Films serve the public utilities field in a wide 
range of important functions. In the relatively 
small number (54) of film programs considered 
for this article, a great many applications of 
audio-visual communications stand out as being 
especially appropriate to this industry. 

In summary, public utilities most often 
sponsored or produced motion pictures for these 
primary reasons: 

1. To explain the history and importance of 
their type of power. 

2. To record the company’s contribution to 
the well being of the area, 

3. To encourage expansion and development 
of business and industry in the area served 
by the company. 

}. To announce and explain some large com 
pany project such as a new gas pipeline. 

Libraries of motion pictures are maintained 
by public utilities for use both within the on 
ganization, and among consumers. The films 
in these libraries most often include: 

Ll. Product information pictures produced by 
appliance manufacturers, and other companies 
in appropriate fields. 

2. Documentary films about America’s free 
enterprise economy. 

3. Safety films. 

1. Subjects of general interest and value to 
the community. 

For internal training the utilities use syndi- 
cated motion pictures and _ slidefilms, and the 
productions of the various utility organizations. 
Safety training is probably most oftea supple 
mented with audio-visual aids, but other sub- 
jects include, supervisor instruction, lineman 
training. courtesy, salesmanship and wide range 
of others. 

Audio-visual communications serve public util 
ity companies in public relations, sales promo- 
tion, and internal training. When a company 
has not vet had any films custom-made, it or- 
dinarily makes full use of the materials avail 
able from other firms in the industry, its asso- 
ciations and syndicated sources 

In all. the utility business, one of the out 
standing segments of the American economy, 
is as modern and up-to-date in its internal and 


external communications as it is in the genera- 


tion and transmission of power to run_ the 


nation’s machines. me 











a good production 
PTA F544 > 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 





The reels are made of the hardest, spring-type 
steel. They just can't bend out of shape. The 
cans are die-formed, rigid, and dent-resistant. 
Together, they make the perfect combination for 
film production packaging. 


Reels and cans available 
in all lomm sizes 


CORPORATION 


2251 W. St. Paul Ave., Chicago 47, tt, 


Blowup 
Eastman & Ansco 
Color Negatives 


from l6mm Color Originals 


HERE 


is the most economical 
method to obtain 10 to 100 
35mm three-color theatre 
release prints. 


! 
| 
| 
\ 
} 
| 
| 
| 
| 
| 


Write For Complete Information 


OF HOLLYWOOD 


1153 N. Highland Ave, Hollywood 38, Calif 
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Superimpotnures 4D Convergence Correctio 
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__EASTERN STATES _ 


© CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


© DISTRICT OF COLUMBIA ¢ 


The Film Center, 915 12th St. 
N.W., Washington. 


¢ MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


¢ MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY e 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


* NEW YORK « 
Association Films, Inc., 347 
Madison, New York 19 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 


The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


Ken Killian Sd. & Vis. Pats. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
ny, 112-114 W. 48th St., New 
ork 19, 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


© PENNSYLVANIA ¢ 


Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


* RHODE ISLAND ¢ 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


¢ WEST VIRGINIA ¢ 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2. 


SOUTHERN STATES | 


¢ ALABAMA ¢ 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


¢ FLORIDA ¢ 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


¢ GEORGIA ¢ 


Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


¢ LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


e MISSISSIPPI ¢ 
Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


¢ TENNESSEE ¢ 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


¢ VIRGINIA «¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


e ARKANSAS ¢ 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 





MIDWESTERN STATES 


¢ ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 





Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


° IOWA 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN ¢ 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 

Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





¢ WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


e¢ CALIFORNIA « 
Baron Film Service, P.O. Box 
5041 Metro Station, Los Angeles 
55. Calif. 
Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 
Hollywood Camera Exchange, 

1600 N. Cahuenga Blvd., Holly- 
wood 28. : 
Jam Handy Organization, Inc., 

5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 








C. R. Skinner Manufacturing 
Co., 239 Grant Ave., San Fran- 
cisco 8. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 
e COLORADO e 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA e 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
© OREGON « 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


CANADA - FOREIGN 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 
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THE SINESS SCREEN 


Books helf 


A New Reference for the Producer 


1953 Copyright Problems Analyzed, a collec- 
tion of seven lectures—the second in a series. 
Published by the Commerce Clearing House, 
Inc. $6.75. 

* A wealth of pertinent information for anyone 

concerned with the copyright problems of the mo- 

tion picture industry will be found in this series 
of informative, interesting talks. 

Probably because it is made up of talks, deliv- 
ered before the Copyright Institute of the Federal 
Bar Association of New York, New Jersey and 
Connecticut, the book lacks any of the heavy 
verbosity usually connected with books on legal 
subjects. Spiced with specific 
anecdotal explanations, 


instances and 
it lends itself more to 
casual reading. 


Covers Wide Range of Subjects 


The subjects covered include The Copyright 
Office itself, newspaper, magazine and syndication 
problems, contracts, idea-piracy claims, creators’ 
protective societies, tax aspects of copyright, and 
fringe rights and situations. 

Much of the material presented has no par- 
ticular application to the film medium, but in 
almost every section specific and practical ref- 
erences are made to motion pictures, television or 
some problem faced by the business film user. 

Of special interest in this field is the section on 
contracts which touches on interpretation, en- 
forceability and trends in contracts with both 
actors and authors. The effect of television on 
past and present contracts is analyzed. 


Of Tax Savings and Legal Claims 


The possibility of law-suits for idea-piracy 
probably faces many sponsors, and in this section 
they will find some cautions—but no real solu- 
tions. The discussion of tax aspects of copyright 
offers some possible money-saving ideas, and the 
final section discusses some of the aspects of the 
law under recent consideration in the courts. 

The specialists in copyright law who wrote this 
book—Arthur Fisher, William Klein, I], David 
M. Solinger, Edward E. Colton, Alfred H. Was- 
serstrom, Harriet F. Pilpel and Walter J. Deren- 


berg—haven’t made experts out of any of their 
readers. But they have offered some concrete 


advice on handling everyday copyright prob- 
lems. 





—And a Guide to Mental Health Films—~ 


Films in Psychiatry, Psychology & Mental 

Health, by Adolph Nichtenhauser, M.D., Marie 
L. Coleman, David S. Ruhe, M.D., of the 
Medical Audio-Visual Institute of the Asso- 
ciation of American Medical Colleges. Pub- 
lished by Health Education Council, 10 
Downing Street, New York. $6. 

*% This 269-page book is a compilation of in- 

formation on 101 of the more important films 

on mental health. It contains detailed critical 

reviews of 51 of the films, illustrations from 
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of them, 
guide to suggested audiences. 


several a good index and complete 
It should be noted 
that a majority of the films listed are suitable 
for profesisonal audiences, only. 

The book is more than a catalog of films. It 
is meant to be read, and, fact, goes a long 
way in enabling readers to “see” and evaluate 
many of the films they will never actually see. 
A part of the book is concerned with a discus- 
sion of techniques for reviewing films of this 
nature, and with suggestions for practical utiliza- 
tion. 

Reviews of 51 films, which constitute the 
body of the book, were compiled by a panel of 
mental health experts, employing a consensus 
method. Most of those who took part in these 
panels were from the New York State Psychi- 
atric Institute of the College of Physicians and 
Surgeons, College of Columbia Uni- 
versity and the Department of Psychiatry and 
Neurology of Boston University. 

Films in Psychiatry, Psychology & Mental 
Health was developed under a grant from the 


Rockefeller Foundation. Ge 


Teachers’ 


LAB SERVICE SUPPLEMENT 
(listing addition on Color Lab facilities) 


Houston Cotor Firm 
LaBoratorigs, INC. 
230 West Olive Avenue 
Burbank, California 
Telephone: CHarleston 08188 
PRINCIPAL OFFICERS 

B. B. Smith, President and Treasurer 

R. C. Wilcox, Vice-President & Secy. 

L. S. Wayman, Asst. Secy. & Treas. 

R. F. Burns, General Manager 
J. B. Olsson, Sales 

Primary Services: Printing and processing of 
Ansco color negative, positive & reversal films. 
35mm & 16mm. Commercial motion pictures, 
feature films and filmstrips. Exclusively color. 
Facitities: Air conditioned laboratory buildings 
and cutting Daily operation of five 
Houston-Fearless automatic film processing ma- 
chines 16mm & 35mm. Houston-Fearless and 
Bell & Howell printing equipment. Western Elec- 
tric densitometers. Houston-Fearless Scenetesters. 
Modern preview theatre. Vault storage and edi- 
torial space. 


rooms. 


STATEMENT REQUIRED BY THE ACT OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF MARCH 3, 
1933, AND JULY 2, 1946 (Title 39, United States Code, 
Section 233) SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF Business Screen 
Magazine, published eight times annually at Chicago, Illinois, 
for October 1, 1953. 

1. The names and addresses of the publisher, editor, man- 
aging editor, and business managers are: Publisher, O. 
Coelln, Jr., 525 Pinecrest Lane, Wilmette, Ill; Editor, None; 
Managing Editor, None; Business Manager, None. 

2. The owner is: Business Screen Magazines, Inc., 7064 
Sheridan Road, Chicago, Il.; O. H. Coelln, Jr., Wilmette, 
lil.; Robert Seymour, Jr., P.O. Box 398, Southhampton, 
N.Y.; J. E. Almond, 221 N. LaSalle St., Chicago; Dale Mc 
Cutcheon, Evanston, Ill; May D. Speer, Laguna Beach, Calif. 

3. The known bondholders, mortgagees, and other security 
holders owning or holding 1 percent or more of total amount 
of bonds, mortgages, or other securities are: None 

4. Paragraphs 2 and 3 include, in cases where the stock 
holder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting; also the statements in the two paragraphs show the 
affiant’s full knowledge and belief as to the circumstances and 
conditions under which stockholders and security holders who 
do not appear upon the books of the company as trustees, 
hold ee and securities in a capacity other than that of a 
bona fide owner. 

0. H. COELLN, JR., Publisher 

Sworn to and subscribed before me this Sth day of October, 
1953. 

LOUIS E. QUATER 


(My commission expires August, 1956.) 
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PAR FADE ATTACHMENT 


INCREASES THE UTILITY 
of your Bell & Howell 
Model J 16mm* printer. 


Simple installation — no ma- 







 chining, no special tools, 


complete instructions supplied 


FADES and DISSOLVES in color and black 


and white —the easy, dependable way 
Engineered dependability, proved over the years, 
ade the PAR fade attachment the most reliable 
means of assuring smooth, gradual fades and 
dissolves every time. 

The PAR fade attachment fulfills all the needs 
of the most particular, and only the PAR fade 
attachment gives you all these advantages: 

1. Automtic fades and dissolves in color and 
black and white. 

2. Fades appear as a constant rate of change 
of density—EXCLUSIVE with the PAR 
fade attachment. 

3. Noiseless operation. 

4. Filter pack holder protected from heat 
generated by lamp. 

5. Shutter closed indicator and manual set 

“open” or “closed”. 

. Magnetic actuator available on 
order. 

7. Wide choice of fade lengths—from 3/4 
second to 4 seconds at 24 fr. per sec. 


VERSATILE DEPENDABLE PROFITABLE 
include: 


Johns Hopkins University 
Kodak Hawaii, Ltd. 

J. A. Maurer, Inc. 

U. S. Air Force 

U. S. Congress 

U. S. Navy 

Wilding Picture Productions 


A 


special 


Users of PAR fade attachment 


Associated Screen News 
Atlas Film Corporations 
British Acoustic Films 
Color Corporation 

of America 
Color Service Company 
Deluxe Laboratories, Inc. 
Film Associates, Inc. 


Write today for complete information and ere 
* Also available for Model 35mm 


PAR Products Corporation 


926 North Citrus Avenue Hollywood 38, California 
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IMMEDIATE CASH 


CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 
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Senvinc CIiIneMascore PROGRESS are 


{dolph 
Wertheimer (left above) vice-president of Ra 
diant Sereen Co., Chicago and its distinguished 
leader Spyros Skouras, president of 20th Century 
Fox (right) shown at a premiere of “The. Robe 

first Cinemascope feature. Radiant is now fabri 


cating the officially approved {strolite sereen, 


TRENDS IN BUSINESS FILMS: 


(CONTINUED FROM PAGE EIGHT) 
ucts and ideas. The race will surely go to the 
swift and strong, as it always has in anything but 
the artificial and inflated economy such as the 
immediate post-war years brought us. 

Sure-fire aids to salesmen, potent visual selling 
ideas for home and store demonstration, media 
in tune with the colorful visual era— will play a 
most important part for progressive firms 

Fortunately, the business film medium enters 
this significant period well-equipped for an ut 
most effort. Trade presentations to dealers, job- 
bers and distributors now have the benefit of 
proven stereo color and wide-screen equipment 

and production skills to match. Economical 
“Pan-Screen” techniques utilizing the wide screen 
and stereophonic sound for still-picture showings 
make it possible for the average firm or ad agency 
to utilize potent sight/sound techniques without 
undue budget strain. 

The experience of specializing business film 
producers and laboratories with improved color 
processes and filming techniques has laid a firm 
foundation for their entry and subsequent leader 
ship in the production of color television com- 
mercials and packaged programs for business 
sponsorship. The advent of color t.v. and the solid 
know-how which it requires of the producer will 
bring the long overdue collapse of too-numerous 
fly-by-nights who inhabit the fringes of television 
film production. 


” * * 


Sponsored and Government Film Productions 
Win Highest Honors at Venice and Edinburgh 
* Highest honors at the fourteenth annual Ven 
ice, Italy festival of cinematographic arts went to 
a Veterans Administration medical motion pic 

ture Combined Resection of Tongue and Floor of 
Vouth which received the Venice medal award 
in the international class for films of that type. 
The General Electric color motion picture Light 
ning Masters, produced by Raphael G. Wolff 
Studios, was also honored at Venice. A U. S 
Department of State film Man Learns to Farm 


and the American Petroleum Institute’s animated 


subject (by UPA) Man on the Land were other 
Venice entries which received honor mention. 

The Edinburgh, Scotland festival included more 
than 20 L.S. films in screenings for which festi- 
val certificates are issued. Sponsored motion pic 
tures thus honored were Out of the North (Nash 
Motors) and The American Road (Ford Motor 
Company), both produced by MPO Productions: 
Breaking Point (Pennsylvania RR). produced by 
Unifilms: Lightning Masters (see Venice award) : 
Van on the Land (also at Venice): Birds of the 
Prairie (distributed by Minneapolis-Moline Im- 
plement Co.) the series produced by Martin Bo- 
vey Films: /low to Catch a Cold (International 
Cellucotton) a Walt Disney production: and two 
government films, Valley of the Weavers (U. S. 
State Department) and Waters of Coweeta (U.S. 
Department of Agriculture). 


KE. R. Squibb & Sons And the Earth Shall Give 
Back Life was another sponsored subject at Edin- 
burgh and the U. S. Navy film Marine Gas Tur- 
hine was among the government films screened to 
festival audiences. 


U.S. educational film producers were honored 
at Edinburgh with triple awards to Encyclopaedia 
Britannica Films which showed Baltimore Plan. 
{rt and Motion and Nature’s Plan. Coronet films 
shown at Edinburgh were Personal Health for 


Girls and The Water We Drink. 


George Stoney’s remarkable documentary of a 
Southern midwife. All My Babies (distributed by 
Columbia University Press) was another featured 
event during the Edinburgh screenings. The 
University of California (Los Angeles) film 
Shakespeare's Theatre also had special appeal. 

Information Films amusing The Salesman was 
an Edinburgh short subject which drew laughter 
and applause as a satire on U. S. sales meetings. 
The feature motion picture class was headed by 
Louis de Rochemont’s religious subject Martin 
Luther and the 20th-Century Fox short subject 
Light in the Window was the final U.S. film. 


The 1954 Publication Event 
for Business Film Producers! 


THE dru ANNUAL Provuction REVIEW 


Issue OF BUSINESS SCREEN MAGAZINE 
Coming in February, 1954! 


Survey forms and advance invitations are 
now in preparation for L.S. and Canadian 
business and television film producers eligi- 
ble for listing in the authoritative 1951 
Annual Production Review Issue of Bust- 
NESS SCREEN. 


Listings in this 4th Annual Review Issue 
will he restric ted lo recognized, expe rienced 
makers of business and television commer- 
cial films. Your invitation to participate is 
the symbol of quality in sponsored film 
production among the nation’s buvers. 

Many additional features will make this 


Annual Review a memorable event in our 


15th Year of Publication. mg 


Mopet Projection Room Facitities of Neu 
York’s Movielab Film Laboratories, Inc. were 
recently opened at the firm’s executive offices, 
619 W. 54th Street in Manhattan's midtown dis- 
trict where they will be maintained for the use of 
clients and producers. 


Henry Ford Il Wins Praise for Service 

as New Delegate to UN General Assembly 
*% Having successfully handled the 1951 techni- 
cal assistance program which won the approval 
of the United Nations’ economic and financial 
committee, Henry Ford I, president of the Ford 
Motor Company. is winding up his first period 
of service as LU. S. delegate to the U.N. General 
Assembly. Returning to Detroit when this session 
ends in December, the youthful chief executive 
said he found his new job “interesting and worth- 
while.” Success of the technical assistance budget. 
which has included the showing abroad of many 
hundreds of U.S. industrial and agricultural films 
to stimulate productivity, was indicated by the 
unprecedented action of the Russian delegation 
which announced a contribution of 4 million 
rubles to the 1954 budget. Russia had never sub- 
scribed before. 

“I do know that the multilateral technical as- 
sistance program is something that really gets 
down to the people.” Ford said. “For many per- 
sons in many parts of the world it is the United 
Nations. It is one of the most effective means of 
helping peoples to overcome conditions which 
breed unrest, tyranny and war. 

“The technical assistance program, in the 
multilateral form the United Nations conducts it, 
is a constructive force for good. It effectively 
spreads a relatively small number of dollars so as 
to produce large results.” 

* * * 

Briefs from the News at Presstime: 

*® Just received is the announcement of a New 
York office for Byron Studios and Laboratory, 
Washington, D. C.. who will maintain facilities in 
Manhattan at 550 Fifth Avenue. The word from 
Byron Roudabush, president, is that John H. 
Ware, sales manager of the capitol firm. will be 
in charge of the New York offices. 

*% The appointment of Mrs. Elsa D. Aylward as 
advertising manager of the DeVry Corporation 
was announced late last month by W. C. DeVry. 
president of that 40-year old equipment firm. 
Mrs. Aylward has the distinction of being “first 


lady” among the audio-visual equipment makers 


and one of the few feminine executives since the 
retirement earlier this year of Bell & Howell’s ad 
manager, Mrs. Margaret Ostrom. a 
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PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 


“THE IMPULSE PAYOFF” 


t Award VWinmer..-. 


AT KENTUCKIANA FILM FESTIVAL 
FOR E. I. duPONT de NEMOURS & CO., INC. 


For outstanding visualization of an important sales promotion and marketing 
story, “The Impulse Payoff” is awarded a fitst prize. 
Produced for E. I. duPont de Nemours & Co., Inc. by The Jamv Handy 
Organization, “The Impulse Payoff” reflects the current trends in modern 
merchandising. Stressing the importance of eye-appealing packaging and 
food displays, this Kodachrome motion picture is based on studies of habits 
in shopping. 
Skilled in the techniques of producing award-winning motion pictures, 
The Jam Handy Organization is prepared to help you present your selling Je 


story to management and sales personnel, wholesale and retail. JAM HANDY 
Otgangalion 
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VISUALIZATIONS @ MOTION PICTURES e@ LIVE SHOWS e PRESENTATIONS e@ SLIDEFILMS e TRAINING ASSISTANCE 


DETROIT 11 DAYTON 2 CHICAGO 1 HOLLYWOOD 28 


NEW YORK 19 PITTSBURGH 22 
2821 E. GRAND BLVD. 310 TALBOTT BLDG. 230 NORTH MICHIGAN AVE. 5746 SUNSET BLVD. 


1775 BROADWAY 930-932 PENN AVE. 





